





Next Week 
You Will Find 


in “The Recorder” 


Shoe Trade Tees Off 


(= of the new and significant 
trends in women’s shoes for the 
coming season is the broad T-strap 
pattern. Advance showings include a 
variety of styles in these T-strap types 
and the fashion promises to play a 
significant role in future selling. 


In next week’s issue, Miss Ruth Har- 
rington will tell RECORDER readers how 
this important development promises to 
influence the women’s shoe business in 
the next few months, how it fits in with 
the fashion picture and what it means 
to merchants. An early recognition of 
what’s ahead in style is one of the 
requisites of success in the women’s 
shoe game as it’s being played—and 
will be played in ’33. Here’s a story of 
vital import to every buyer of women’s 
shoes, and every man who has to sell 
them. 

*x* * * 


How a New England shoe store has 
built a worthwhile extra profit busi- 
ness in hosiery through a special fitting 
service to meet the requirements of 
women who need unusual sizes is an- 
other interesting story to be told next 
week. Of all the accessories sold in shoe 
stores, hosiery holds a place that is 
consistently outstanding and here’s a 
new angle on the hosiery business that 
may suggest an idea worth follow- 
ing up. 
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FRIENDLY FIVE FOOTNOTES 

















THE BATTLE OF 
BUSINESS IN 1933 WILL BE FOUGIEE 
IN YOUR OWN DISPLAY WINDOW 


J 





Noble. This department is furnish- 
ing Friendly Five merchants with 
the most complete window display 
service in the industry. Five (5) 
carloads of window material are 
shipped out to Friendly Five 
dealers every month. 





The rent you pay is based on window circulation*— rent 
for the privilege of reaching those people who are passing 
your store, your win- 
dows, right now, as 








you read this—prospective custo- i 
mers—potential sales every day! : 
Every retailer knows that his : 
windows are the most important ' 
advertising medium at his com- ‘ 
mand. Yet no shoe manufacturer i 
has ever done a ‘national’ job ; 


in window display work. 


The Jarman Shoe Company now 
takes this forward step so that 








every retailer may take full ad- 
vantage of his window space for 
the battle of 1933!—and every 
year thereafter... .! 


On this page you see photographs 
of various sections of the Jarman 
merchandise Display Department, 
under the direction of Mr. E. B. 








*HERE’S WHAT WE MEAN BY 
WINDOW CIRCULATION .. . 

If you are not doing everything in your power to turn this circulation into custo- 

mers you are not getting what you pay rent for.... 


Average Daily 
Window Circulation 


Average Daily 


Population of Cities Window Circulation 


Population of Cities 


po Res S| rae 3,625 100,000 to 150,000.............. 20,077 
po ee | a 8,596 200,000 to 275,000..............21,729 
ae 9,684 300,000 to 400,000.............. 27,261 
SU.000 40 -GO000 ..5 .. os ccc ccens 12,121 500,000 and more............... 57,846 
tage 00 SR BOO... . so. cineca 16,188 


Figures based on recent survey by International Association of Displaymen in 73 
Cities in all parts of the United States. 











JARMAN SHOE COMPANY —- NASHVILLE, TENNESSEE 








When writing advertisers please mention Boot and Shoe Recorder 
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The VOICE of the TRADE 


“; ao 
alesmanship”, 


said Abraham Lincoln, “is an art 
of human relations, and if you 
would win a man to your cause, 
first convince him that you are his 
true friend. Therein is a drop of 
honey that catches his heart, which, 
\ gor ON” 


4 







( 





say what he will, is the greatest 
highroad to his reason, and which, 
when once gained, you will find 
but little trouble in convincing his 
judgment of the justice of your 
cause, if, indeed, that cause be real- 
ly a just one. On the contrary, 
assume to dictate to his judgment, 
or to command his action, or to 
make him as one to be shunned or 
despised, and he will retreat within 
himself, close all avenues to his 
head and heart; and though your 
cause be naked truth itself, trans- 
formed to the heaviest lance, harder 
than steel and sharper than steel 
can be made, and though you throw 
it with more than Herculean force 
and precision, you shall be no more 
able to pierce him than to penetrate 
the hard shell of a tortoise with a 
rye straw.” 


P aul Jones 


of the Commonwealth Shoe and 
‘Leather Company of Whitman, 
Mass., says: 

“Above all, in 1933, let us get to- 
gether unitedly, as an industry, to 
do everything we can to educate the 
clerk on the fitting stool to see that 
his customer gets an appropriate 
shoe on his foot. Over the long 


pull, that is the measure of satisfac- 
tion which our product gives, and, 
by the same token, that is the meas- 
ure of the amount of the customer’s 
dollars our industry is to receive.” 


*x* %* * 


[ee E. Musebeck 
of the Musebeck Shoe Company, 
Danville, Ill., writes: 

“T believe the shoe industry 
needs most of all conservative 
leadership. We hear too much from 
men who think of nothing but style 
and care not what they do to the 
feet of men and women. That policy 
has almost wrecked the shoe busi- 
ness. 

“Tt is time for the trade to under- 
stand the shoe-man’s rightful posi- 
tion. Sooner or later, health and 
eomfort will be recognized as the 
first duty to the consumer. When 
that time comes, real progress will 








be made. The great trouble with 
everything has been that no one 
seems to be in a position to punch 
straight from the shoulder ; to real- 
ly declare themselves on the true 
principles of shoe service. Maybe 
it is because we are afraid to of- 
fend. 

“More sound, substantial think- 
ing has been given to useful and 
purposeful shoes in the last six 
months than during the entire dec- 
ade of freaks in fashion.” 

Mr. Musebeck is convinced defi- 
nite rogress is being made toward 
a new shoe consciousness. 


A store 


in Kansas wanted to find out 
whether its salesmen were falling 
down on their job. The store says: 

“In order to carry out our plan, 
we got the cooperation of one of 
our local newspapers. We gave the 
newspaper $150.00 with instruc- 
tions to distribute this in $10.00 
bills to 15 different people. 





“Each of these people were to 
come to our store and ask for any 
‘article up to $2.00, with instructions 
to purchase any additional article or 
articles that the clerk might suggest 
until the $10.00 was spent. If 
nothing else was suggested by the 
clerk, the customer was to leave 
without purchasing anything else. 

“This was tried out and the re- 
sults were very surprising. Out of 
a possible $150.00 that could have 
been spent in our store, only $23.50 
was spent, and $11.45 of that was 
made through no effort on the part 
of salesmen. 

“Not satisfied that this was an ac- 
curate test, we repeated it, with 
similar results. 

“At the end of this test we called 
a store meeting and gave the actual 
results of each selling transaction 
for each individual. We followed 
this up by a round-table discussion 
as to where each one had failed and 
how he could have enlarged his 

sales to a great extent. 

“Asa result of this test, we have 
materially helped our sales.” 
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Davia G. Ong, 
of the United States Leather Com- 
pany, New York, says: 

“Profit is the only problem of the 
day. If every tanner insisted that 
his selling price include a fair 
margin of profit, the ills of our 
industry would be promptly cor- 
rected. Naturally, many factors 
enter into the possibility of tanners 
making a profit, but none of these 
factors is insurmountable. In fact, 
many are very simple. 

“If all tanners would not sell 
their leather unless there was a fair 
margin of profit it would surely 
eliminate the high cost and inef- 
ficient producers and leave a very 
strong industry, composed of eco- 
nomical operators. Then the main 
difficulties experienced by tanners 
in the past few years would be 
eliminated.” 


x* * * 


World market 


distribution is a creditable am- 
bition of the Bata Shoe Company 
of Czechoslovakia. Certainly 
no American manufacturer 
would charter a steamer, carry- 
ing sixty salesmen into Africa 
and India, to spread the use and 
sale of footwear. The cruise 
starts after Christmas and the 








salesmen for the new Bata 
stores in Africa and India have 
been selected from the staff of 
Bata salesmen, sales managers 
and specialists in Czechoslo- 
vakia, Germany and Holland. 
Twelve of them are graduates 
of the Bata Business School. 
Our own Department of Com- 
merce points out that American 
manufacturers have never done 
a job in supplying requirements 
of this market in American foot- 
wear, although in rubber foot- 
wear, American exporters have 
obtained a small share of trade. 


* * * 


t D. Brown 
of C. D. Brown & Co., Roches- 
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EACH DAY 


—Each day, the rails of our great transpor- 
tation systems are being worn down by 
the thousands of trains that are thunder- 
ing in all directions. 

—Each day, the motors of millions of au- 
tomobiles that are speeding along our 
highways and byways are becoming worn 
down and out and approaching obso- 
lescence. 

—Each day, the sun and wind and rain 
and snow are beating upon our roofs 
and causing deterioration and decay. 

—Each day, the pots and pans and kettles 
and things under those roofs are falling 
prey to the ever-active tyrant—Wear. 

—Each day, the coats and suits and stock- 
ings and shoes of 120,000,000 restless 
people are falling upon evil days. 

—Each day, new babies are being born to 
be fed and clothed and cared for and 
educated up to their three score and ten 
years of existence. 

—Each day, the requirements of our peo- 
ple are getting heavier and the vacuum 
of replacement greater. 

—Each day we are nearer the beginning of 
a great and overwhelming industrial ac- 
tivity. 


Cie & i 


President. 


S 





ter, N. Y., says: “It was only 
a few years ago that the insis- 
tence of the call for a widely 
varied line of colored leathers 
induced us to create a wide 
range. Hand-to-mouth buying 
was coming in, and the result 
was simply that one man in- 
sisted upon buying a little of 
this and another upon buying a 
a little of that; the result being 
a loss, eventually, to the tanner, 
who found himself accumulating 
odds and ends of very little use 
to anyone. 

“In the last year or so, we 
have been glad to notice a ten- 
dency toward seasonal staple 
colors, which we believe is re- 
sulting from better styling in 
footwear. Efficient fashion edu- 
cation is promoting better taste 
among women, who recognize 
that shoes are background ac- 
cessories to clothes, important 
to the ensemble because of line 
and cut rather than obtrusive 
in color. 
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“While the days are over 
when we are able to make up 
large quantities of one color or 
so in anticipation of future buy- 
ing, our experience is that the 
color problem has become much 
modified and is going to remain 
that way. We do not see the 
necessity now for making an 
expensively wide range.” 


* * 


Pe leather 


footwear business of Canada con- 
tinues to forge ahead. Production 
in September was 1,723,202 pairs 
—an increase of 50,765 pairs over 
September, 1931. For the nine 
months ending September last the 
production was 13,940,630 pairs. 
This is an average monthly produc- 
tion of 1,548,959 pairs or 22,821 
more pairs per month than in the 
corresponding period of last year. 


* 
D r. Evans, 


the benevolent expounder of health 
to the great and general public, 
tackles the topic of cold feet. The 
frigidity of the pedals may be due 
to retarded circulation, and the 
sluggish flow of the blood is more 
likely due to disturbances of the 


x x 








vasomotor system than to tight 
shoes or thin shoes. Whichever 
way, cold feet are a symptom that 
should be watched. Maybe it’s a 
sign of serious trouble somewhere 
in the system. One simple aid is 
warm shoes when days are cold. 
Another is rest, in a reclining posi- 
tion, so that the blood will have a 
chance to flow freely to the feet and 
‘warm them up. That old idea of 
a hot foot bath every now and then 
has its virtues and there are elec- 
tric massaging machines. 

If the simple remedies fail to 
warm up the pedal digits, it’s time 
to see the doctor and ask him what 
may be wrong above the ankle 
bones. More and more the world 
realizes that it must be right on its 
feet ; and so the science of getting 
more shoes fitted right steps along. 
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TIP-TOEING ’ROUND THE 
SHOW 











NMcdern seven-league 
boots were required to cover the 
lines of shoes scattered throughout 
midtown Manhattan.. . Shoes were 
spread in The Commodore, Mc- 
Alpin, New Yorker, Pennsylvania, 
and the Edison resembled New 
Year’s Eve in Times Square, so 
jammed was this hostelry 
Marcus Rice, buyer, Famous-Barr 
Co., St. Louis, said, “It’s been a 
courageous industry during the 
past year and the optimism ex- 
pressed here in new lines indicates 
the attitude of the business for 
1933. Merchandise aggressively, 
buy conservatively and maintain 
quality is the policy I have adopted 
in managing my department”... 
It was an inspiration to be in the 
room of the Royal Family of Shoe 
Manufacturers, John, Herb, Frank 
Garside, and to witness the interest 
of the senior member of the firm, 
John A. Garside, in telling the shoe 
making pointers of his personal 
patterns . . . and was Frank ex- 
hausted from the detail of the 
Style Conference revue presented 
the day before... Watch for a new 
line of boys’ shoes to be introduced 
by one of the most successful man- 
ufacturers of men’s shoes, the 
name will be “Skyriders”...The 
merchandising of this line will be 
an innovation in its uniqueness of 
boxing and presentation. . . Otis C. 
Brannock of Syracuse being in- 
terrupted every ten steps with in- 
quiries regarding the new Lock- 
‘wedge Shoes which his store will 
have the distinction of being the 
first to introduce to America’s ail- 
ing feet ... C. F. Brannock, a fine 
pattern of the same last, equally 
enthusiastic over the distinction, 

but more interested in the measure- 
ment device he sponsors. ..dimin- 
utive Joe Glazer trotting the cor- 
tidors recognized by many “who 
knew him when”... Paul Berwald 
and Art Vokel of Senack Shoe 
Co., getting a perspective on 
Springtrends and price tendencies, 
<ommenting that no price changes 
are contemplated in their chain of 
stores...Two giant New York 
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department store organizations 
waging a battle for exclusive 
agency of a new line of corrective 
shoes with the decision still un- 
decided on Friday . . . Wallis 
Waller, departmental manager of 
the shoe sections of Robert Simp- 
son Co., of Toronto, Canada, with 
his buyers making hasty visits 
during their two day sojourn... 
Al Pauly, buyer, Stix Baer and 
Fuller Dept. Store, St. Louis, 
chairman of the A. M. C. shoe 
group, whose buyers met during 
the show... The midwest chain of 
Edison Bros., Inc., was well rep- 
resented with Mark and Simon 
Edison, Alfred Liebson and Albert 
Clifton...A. C. Fleener of Blue 
Ribbon Shoemakers, with the 
Spring line based upon a new price 
level, creates interest.—Ed. Hyde, 
widely known, modestly but en- 
thusiastically promotes his recent 
association with Pontiac Shoe Co. 
..-He registers complete content- 
ment with new connection... What 
well known and successful buyer 
of the middle-west leaves a great 
department store chain in Febru- 
ary...Jay O. Ball and Miss Ruth 
Freeman, the directing managers 
of the Manufacturers’ Association 
seasonal opening, inquiring every- 
where among the exhibitors for 
complaints...unusual procedure 
but excellent spirit... Joe McGee 
dashing off an unusual pattern in 
the room of The Menihan Co., and 
Jerry Menihan nodding approval 
of the drawing... Marc Gautier of 





Manager: “You're to be transferred to 
strength of your showing in hosiery!” 





Brauer Bros. Shoe Co., making 
clear the use of the “Last-O- 
Meter” which is used in lasting all 
of their shoes and catching the in- 
terest of many shoe men who see 
its advantage. ..J.F. Fitzsimmons 
of “Fitz-On” heel top fame with 
a pocket full of lifts and heels 
ready for an immediate demon- 
stration...Howard Stephens of 
Johnson, Stephens and Shinkle 
Shoe Co. directing the sales activ- 
ities of the company with much 
gusto and we mean much gusto... 
Harold E. Keith describing with 
interest his flying visit to Wash- 
ington, D. C., where he witnessed 
the march of the. unemployed... 
Are the youngsters stepping in to 
the shoes of some of the seniors... 
Geo. E. Keith, grandson of the 
founder of the Walk-Over busi- 
ness and nephew of Harold, sharp- 
ening his shoemaking on some of 
the canny buyers of a big shoe 
show. ... Harry Barnes Johansen, 
another new arrival, assisting his 
father (looks more like his brother 
than pater) is directing sales, oc- 
cupying the chair of potentate of 
sales during the sales session at the 
Commodore...E. H. Bickel, Cap- 
itol Shoemakers, closeted with 
some of the big shot chain buy- 
ers...Major Charles T. Cahill, 
United Shoe Machinery Corpora- 
tion, gives to the convention its 
most interesting display both in 
modern shoemaking and shoes as 
they were in those good old days 
and emphasis on the GOOD. 






















the shoe department tomorrow, on the 











14 Boor aND SHoB RECORDER P 
combining THs SHor Reratr.er, Dec. 17, 1932 


Fashions For Southern 


By RUTH 












FABRICS BELOW 


1—Shantung weaves in 
linen—very new 


2—A “Plisse” or 
“pleated” effect in 
silk 





> 





Sone eeaMaes : 


PRR 
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Playgrounds 


HARRINGTON 


which will influence shoes in the com- 
ing season. Take this beach dress fashion, 
for instance. This important new costume 
type is competing with pajamas. It is a 
versatile style which will be worn other 
places beside the beach and will call for 
suitable sandals and low-heeled sport shoes. 
Look over the samples of dress materials 
in the photograph. Some of them, like the 
Shantung linen, may suggest possibilities 
for fabrics as materials for summer shoes. 


| ee are some of the resort fashions 




















FABRICS AT RIGHT 


3—Cotton with a 
“stringy” effect 


4—Cotton with a “knit- 
ted” look 


5—Matelassé fabrics are 
“blistered” and some- 
times stitched 


6—Novelty corded and 
striped cottons 


7—Ginghams for sports 
wear and puffed sleeved 
morning dresses 


8—Plaids, checks, stripes 
—all three gcods in 
woolens 


9—Rabbit’s hair fabrics 
continue 





Sketches Courtesy Cheney Bros. 
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Selling Store Service Through 


Ads Are Inserted in Out-of- 
Town Papers Considered to 
Be in Trade Zone of Store 


WHICH? 


JUST SHOE SELLING 
OR A SHOE PRESCRIPTION 


Fa a tr mde not so many years age, when there were no rights and 

widths and only a few sizes, no lasts—whe. 
pes could be sold over the counter or out of an old On rawer—sold like 
handkerchiefs with the result that many folks then laid the foundation 
for foot ills and not foot health. 








Not so today, civilization praaptel a hanes change in walking surfaces:—ce- 
ment pavenate nts, hardwood floors. conditions chan: 


shoe 
construction and from these two y Ly: (direct opposites)—we have 


the result—weak feet. 


! . successful Shoe Store, shoe selling today is the finished transaction = 
" thorough scientific shoe fitting. It is a profession which requires 


one of study and it’s only through an intimate knowledge of the hu- 


ccamtrattion ot of footwear, that shoe vega can 
man foot and the proper con: ing 


mastered and modern, stylish shoes can be 


ing the foot the same foot health thatthe folks enfoyed in the days of =| 
rth cushioned our = 


wgine and tette enty and tn the Cay when Mother Ea 


or without fiting I it. Pina 


who “tit” a4 sy of shoes for all the hun- 
shapes of 
yenare wearing, Gusowets aay, 
never made a foot happy with a perfect fit. 


of Famous Shoes, 719 Hamilton 


wily, and not by means of a “soda dispenser method” — practically the 


same thing for all tastes. 


the Wetherhold & Metzger Store has been 


-four years, the 
as the Foot Health Shoe Store. It is a reputati 


guarded 
To our trained sales-staf{, shoe wong is not an eee or gale te 
s to 





nd shoe ‘construction ane studied first in ote 


ote that the foot me comfort and health in modern 
shoes as was cay in the ae day. 


Yonre of ossing cntetintes eins, tn many instances, ‘gradually broke 
issues, developed ee antes ees ote ot 
na 99 pupavenead that health vag ee impaired. Knowing 

that simply puting on wpalr of shoes tu ther aggravates the ition, 


or medical treatment in ad- 





our 
dition to correct scientific footwear. — 


Why not visit the Wetherhold & Metzger Store of Famous Shoes, where 
ee iets ad chia sombioasn. Ae Conan 





patterns 


Famous 
shoes that ee a national = international a tert their — 
wipers 


styte. emg nee —Walk-Over, 








virtues.and t! 
tality, Bilt-Rite, Red C: Antioch, S ~y Be 
Brown 


Tread Straight ‘Shoes. 


Tints to Fost Shoat Vibets at the Wethertnte & Metzger Store. Expert 
shoe specialists will be pleased to be helpful. No obligation to buy. No = 


cost. This is your 





| bes problem of institutional copy in an 
advertising appropriation has confronted 
and confounded a great number of shoe men. 
Wetherhold & Metzger, of Allentown, Pa., 
have found this form of publicity valuable in 
selling the services of the store and the 
ability of its organization to render a superior 
fitting service. 

The ads are run in local as well as out-of- 
town papers and are presented in the form 
of editorials. The copy is the human interest 
type that r spay an impression upon the 
customer and builds prestige and patronage 
for the store. 

Similarity in treatment of layout and type 
makes the ads easy to identify. Only 10 per 
cent of the advertising budget is appropri- 
ated to this form of publicity. 


Jud; amie Phased - 
ear cece, but guesswork 


Ul .ing institutional advertising copy 
in making the shoe public service-conscious, as well as 
quality-conscious, Wetherhold & Metzger—‘‘The 
Store of Famous Shoes”—of Allentown, Pa., appro- 
priates a very definite part of its advertising budget 
to this form of publicity. 

Its schedule of newspaper advertising is not con- 
fined alone to Allentown but other papers in communi- 
ties on the fringe of this city carry copy which has 
proved to be effective in stimulating a greater appre- 
ciation for the services and footwear of this store. 
Four out-of-town papers are used to reach the cus- 
tomers considered by the store to be in its trade 
territory. While not a large percentage of its adver- 
tising appropriation is devoted to this type of copy, the 
10 per cent budgeted does a superb job of selling with 
convincing copy and sales argument. 

Shoes are never featured or introduced into the 
editorial type of ads but fitting services, qualifications 
of sales persons to serve the customer, the mechanical 
facilities, such as the X-ray machine, are emphasized 
in the ads. Here’s a paragraph from one: “A true 
salesman will fit the child’s foot just as carefully as he 
would like his own to be fitted; draw a footograph of 
the foot. Examine the foot for any sign of weakness 
such as rotating, flat arches, weak ankles, etc. Deter- 
mine the proper last or combination last for each 
individual type af foot (and they are as varied as 
faces). Finally, he will verify the correctness of his 
fit by noting the position of every bone through the 
X-ray shoe fitter. If there is any department where 
the ‘Golden Rule’ should be practiced at all times it 
is the children’s department.” 

Few mothers could resist such appealing copy or 
fail to be aroused over the importance of properly 
fitted footwear for the children. Positive confidence 
in the store and its sales staff is built through the very 
force of well chosen words used in the copy. 

Tremendous value is derived from this institutional 
copy used by Wetherhold & Metzger within its store 
organization. The salesman senses a greater respon- 
sibility and a keener appreciation of his duty toward 
the customer, as a fitter of footwear. It arouses in 
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the Use of Institutional Copy 


him a pride in the services he renders to the customer 
and this stimulated effort on the part of the sales- 
person reflects itself'in increased prestige and good- 
will for the business. 

Is there a salesman who would not rise to super- 
human effort in serving the customer after reading 
some of the fine things the advertisements say about 
him? Here is a part of one of the ads which builds 
up the ability of their salesmen: “Find a dressmaker 
who would rely on her good judgment sufficiently to 
make a dress without taking measurements or without 
fitting it. Find a shoe salesman who can properly 
‘fit’ a pair of shoes for all the hundreds of types and 
shapes of feet by merely judging the size from the 
pair which you are wearing. Guesswork may ‘sell’ 
shoes, but guesswork has never made a foot happy 
with a perfect fit.” Every salesman in the institution 
pictures himself as something above the average shoe 
clerk, because the firm has placed this conviction in his 
mind indirectly with this form of copy. 


Reclizing the importance attached 
to better fitting and service, these ads splendidly writ- 
ten drive home the message to the customer that when 
footwear is needed the facilities of the store have been 
registered in the minds of the public. The appeal is 
far reaching both in sales suggestion as well as terri- 
torial coverage. The out-of-town newspapers selected 
draw from this territory business which ordinarily 
could not be claimed by the store. 

Just what percentage of the volume can be attrib- 
uted to this promotion cannot definitely be determined. 
But the plan adopted by the firm is fulfilling its func- 
tion and according to Owen W. Metzger, executive of 
the company: “To say that we can trace direct results 
is too ambitious, but the fact remains that it is effective 
over a period of time and makes the customer not only 
quality-conscious but service-conscious as well.” 

Primarily the plan is not expected to produce imme- 
diate and direct results. It’s the merchandising of an 
idea or a service that is the principal feature of the 
campaign. Sell the store organization so strongly 
that every customer will feel that no other store can 
render a similar service, is the purpose back of the 
copy and plan. 

The style of editorial treatment may appear to be 
lengthy but once the customer has interested himself 
in the first paragraph the message is so absorbing that 
he will be inclined to continue to read through to the 
end. The actual type of argument in presenting the 
service of the institution has a confident air about it 


| HANDS THAT 
| WILL NOT LET 
| THEM SLIP 


The “Hand That Rocks The Cradle” is truly mighty, but it is only one 
| of the hands which has much to do in guiding the destinies of children. 


Have you ever thought seriously of the role which shoe salespeople play 
in every budding young life? 

Have you ever thought of them asa teacher? 

Have you ever thought of them as health barometer? 

Have you ever thought of them as an exponent of the “Golden Rule”? 


All honor to the teacher who guides the mentality of the child, but 
doesn't the shoe salesman, whwu cushiors thé tread of little feet, really 
perform the task of educator by paving the way to a responsive menta!- 
ity? 

While a shoe salesman is not a Doctor—if he knows his job and really 
performs it as he should, he is as much a tonic to a child as fresh air, 
sunshine, a creamy glass of pure milk, etc. Any shoe which (because 
of being mis-fitted), puts pressure on the nerve center, or hinders the 
proper circulation of blood, is as injurious as giving the child daily a 
dose of the wrong medicine or feeding it with the wrong kind of food. 


I 
t 
i 
i 
I 
} 
: 
i 
| 
Why are the most inexperienced shoe salesmen so oftc 1 placed in the 
i Children’s Department of a Shoe Store? Is it because children are 
| thought of as “easy” customers because they are not critical as to fit? 


A true salesman will fit the child’s foot just as carefully as he would 
like his own foot to be fitted; draw a footograph of the foot. Examine 
the foot for any sign of weakness such as rotating, flat arches, weak 
ankles, etc. Determine the proper last or combination last for each in- 
dividual type of foot (and they are as varied as faces). Finally, he wili 
verify the correctness of his fit by noting the position of every bone 
through the X-Ray Shoe Fitter. If there is any Department where the 
“Golden Rule” should be practiced at all times it is the Children’s De- 
partment. 


The Wetherhold & Metzger Storc of Famous Shoes, 719 Hamilton 
Street, Allentown, conducts a Children’s Department, which is so mod- 
ern and scientific that it is the pride of the Lehigh Valley. Unlike most 
stores where the children’s department was founded as an after- 
thought, or as a mere accommodation to parents, or as a side-line for 
additional employment and profit, the Wetherhold & Metzger Chil- 
dren’s Store is considered the most important department in the en- 
tire store. Irregardiess of the type of foot—the proper size, width and 
last is here to fit it accurately. 

Wouldn't you like to trust your children’s feet into hands so scientific- 
ally trained that they cannot let them “slip”? It will be to your satis- 
faction, your children’s security and our pleasure. We invite you. 
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An ad making parents conscious of the vital importance attached 
to correct fitting of children’s feet 


that is compelling. You continue to agree with it and 
constantly repeat, “that’s correct,” which is a very 
subtle form of approach to the customer’s mind that 
a majority attempt to get into their advertising. 
The ads are run on Monday, which in the opinion 
of the store is the best day to schedule this copy. Shoes 
are never featured when this kind of copy is used. 
Seldom do you encounter shoe stores that devote much 
attention to institutional copy for increasing their 
business, but this series of advertisements proves that 
an effective job can be accomplished with well pre- 
pared plan that is fundamentally sound and convincing. 
The consistency of the campaign no doubt is one 
of the important reasons for its registering as it does. 
Only when the courage to go through with a campaign 
of this kind accompanies the plan will it produce satis- 
factory results. This studied effort in store service 
advertising is admirably done and opens to many shoe 
merchants a new development that can be made ‘o 
increase store traffic and additional business. 


‘ 
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MRS. RAYMOND IVES 


Recognized as one of the most outstanding 
addresses at the Style Conference of the Na- 
tional Boot and Shoe Manufacturers Associa- 
tion meeting in New York, December 5, Mrs. 
Raymond Ives, as fashion editor of “Vogue,” 
pictured on a background of fashion the step 
forward to be made in Spring footwear. 

Every shoe man should read with intense 
interest this article which will enable him to 
discuss with his clientele more intelligently 
the coordination of fashions with footwear. 
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SPRING 


By MRS. RAYMOND IVES, 


This Spring we cannot go around 

saying that there isn’t any excitement in our lives .. . 
at least in our shoe lives. I can’t remember (and my 
memory goes back quite far) just when there’s been 
so much talk concerning shoes. ... What with all these 
new colors popping into the fashion palette—the de- 
licious beiges, greys, purple-blues, et al. . . . every- 
where you hear deep discussions about what shoes 
to. wear with them. 

When asked if I was going to talk about color, 
I answered that I probably would talk of nothing else 
but. That’s what we are most interested in at Vogue 
at the moment. Color is the body and soul, the whole 
crux of the fashion situation, and certainly of the 
shoe situation. Let me try to give a general picture 
of it as we see it. I intended saying very, very little 
about shoes because I thought it presumptuous on 
my part to express opinions on such a special subject 
before specialists on the subject. But I’m told I should 
bring shoes in along with color, so I am doing so. 

First of all, don’t let me create the impression—in 
all this talk about color—that the lighter tones will 
oust black—the all-time, favorite champion of the 
smart woman. Black we shall have with us as impor- 
tantly as ever this spring . . . and when you see it 
worn smartly, you always decide it is the most ravish- 
ing color of all. But, of course, there’s no shoe prob- 
lem connnected with it. 


Lvs when we come to blue— 
always a prime spring color—that Great Things 
have happened. Almost without exception, all the 
dark blues have taken on a decidedly purplish cast. 
We hardly use the word “navy-blue” any more... 
“purple-blue,” dark hyacinth blue” are the terms that 
fall from all lips. It is a very definite change that 
Vogue has been talking about for two or three years. 
We first mentioned it as a prophetic color and a very 
high fashion. Some time later, we talked of it as 
one of those high fashions “accepted” by that hand- 
ful of smart women who really start things. 

Great dressmakers, such as Chanel, were sending 
over purple-blue sports suits—remember the great 
double-breasted one?—and they looked fresh and in- 
teresting. The fact that this purple-blue had arrived 
definitely and popularly as far as clothes were con- 
cerned, must have been confirmed to you by the fact 
that a cry rose up from every woman shopper when 
she went to buy shoes to match her clothes. Women 
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Fashion Editor of “Vogue” 


are more color-conscious than they have ever been 
before, and it hurt their fashion sensibilities to wear 
a greenish-blue navy shoe with a purplish blue cos- 
tume. It took a long search to get the right purple- 
blue. I heard one woman say recently that she 
wouldn’t buy a blue suit until she’d bought the right 
shoes. 

But in spite of this problem of the past, a great 
many women are going to wear purple-blue costumes 
this spring. Paris continues to use it—the American 
wholesaler is using it, and we know they wouldn’t 
be unless they thought all our ladies throughout Amer- 
ica wanted it. It’s an accepted shade for spring, and 
I’ve seen a great many leathers and shoes that are 
just the right shade of dark purple-blue to go with it. 
The purple blue shoe is really here. 


And this brings us to the really 
Great Drama of Spring . . . the neutral powers—the 
beiges and greys. And, never fear, this is not just a 
groundless rumor. From every source that we’ve 
been able to tap, we have a confirmation that these 
colors really are going to come off. I know that every 
spring the same thing has been prophesied . . . but 
the gradual cropping up of beige and of grey in par- 
ticular all through the autumn and winter seems to 
substantiate the fact. Grey is the new color, or at 
least it hasn’t been popularly accepted for many years. 
I think there are two rather convincing reasons for 
its new acceptance. 

First of all women have learned more about make-up 
nowadays. In the good old days, ladies were a little 
afraid of neutral colors (especially grey) because it 
was apt to make them sallow. But now they know, 
with the proper make-up, grey can be as flattering 
a color as any other tone. The second reason is that 
if we wear grey this year, we no longer labor under 
the delusion that all our greys have to match. Pre- 
viously, we went about matching up the greys with 
the precision of a watchmaker—and the result, much 
of the time, was pretty dull . . . to say nothing of how 
impossible it was. Even if you got a shoe the right 
color to begin with, as soon as it was cleaned, you 
had something else again. 

We’ve thrown out all those old notions now. Two 
or three different shades of grey in one costume, if 
done well, look very chic to our eyes. Take, for in- 
stance, that outstanding expression of non-matching 
greys which Schiaparelli launched—a suit with a dark 
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IMPORTANT FASHION FACTS 


IGHTER tones will not oust black—the all-time 
favorite champion of the smart woman. 


All the dark blues have taken on a decidedly purplish 
cast.’ “Purple-blue,” “dark hyacinth blue” are the 
terms that fall from all lips. The purple-blue shoe is 
really here. 


With the proper make-up, grey can be as flattering 
a color as any other tone. If we wear grey this year, 
we no longer labor under the delusion that all our greys 
have to match. 


Two or three shades of grey in one costume, if done 
well, look very chic to our eyes. 


Which is better; beige or grey? We are inclined to 
say that beige will be the leader of the two, because 
it is the most generally flattering, because women don’t 
have to stop and think too long about what accessories 
to wear with it and because they are more used to it. 


The shoe to be watched with particular interest is 
the T-strap sandal which has come back to us in a new 
variation. Of course, the classic T-strap sandal for 
afternoon wear has always been with us. The new one 
is a sandal with a rather wide T-strap and a wide 
instep strap made with moderate heel. 


grey jacket and a lighter grey skirt. It is tremend- 
ously smart—and al Ithrough the American market, 
there are delightful variations of it. 

I can imagine that there is a biting question in your 
minds regarding these neutral colors. Which is better: 
beige or grey? From our point of view as fashion 
editors, we are inclined to say that beige will be the 
leader of the two, because it is the most generally 
flattering, because women don’t have to stop and think 
too long about what accessories to wear with it, and 
because they aré a little more used to it. It doesn’t 
seem like such a drastic change as grey does. 

Now, we come to the topic of the hour—what sort 
of shoes are we going to wear with these neutral 
colors? Shall they be neutral in color? Shall they 
contrast? What are smart women doing about it? 
The questions are filling the air on all sides, and 
heated debates go on! 

Vogue thinks there are three ways of meeting the 
situation. 

One way is to wear your shoe in the neutral color. 
You have a beige or grey coat or suit—wear beige or 
[TURN TO PAGE 42, PLEASE] 





Pw completely you plan it 
means more than what you call it to the success of 
your clearance sale. Bunk and ballyhoo are OUT, 
at least among all sensible, responsible stores. The 
era of extravagant expression, wild words, and crazy 
claims brought an interesting and expensive response 
from Mr. and Mrs. Public. They looked—they read 
—they answered, “Oh, Yeah?” And then began a 
scramble back to the proven fundamentals of good 
advertising, with many an ad-man hoping the dear 
readers of his incredible blurbs would quickly forgive 
and forget. 

A successful sales program requires three things— 
an idea, a plan, and continuity. Thése, plus good 
values and hard work, will assure getting the fullest 
returns possible. 

In this Discount squad campaign, the clever sketch 
which visualizes a definite idea, gains attention, while 
writing the various messages in rhyme lends new in- 
terest to an old, oft-told story. It will get read and 
register. The complete tie-up, all the way from teaser 
ads to window displays and even show cards and price 
tickets, gives added pulling power. The whole pro- 
gram has that individuality required to set it apart 
. .. to make it stand out in a sea of sales. 

While it is complete, it is not expensive. Any store 
can afford to put it on. It offers opportunity for 
elaboration, though presented so simply that the small- 
est store can use every part of it. In fact, no store 
should attempt using it unless determined to go 
through with it completely. Each of these points 
should be watched. 

1. Teaser ads, to run ahead of 

2. The sales announcement 
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Build Your 
Clearance 


Sale Around | 


an Idea 


Let the Discount Squad 
With pencils blue 
Put on your Clearance 


Sale for You ! 


3. Announcement post cards to customers 
4. The contest for children 

5. The window background 

6. Show cards and price tickets 


To this might be added a reminder post card, and 
a little sales folder listing sales values, to be inserted 
in all packages during the sale, thus getting extra 
sales effort into the home of each customer. Each 
messages should be written in rhyme. This is easy, 
if you use those given as a pattern. The appropriate 
verses written by children can also be used in follow-up 
ads. The teaser ads could be printed on cards and 
distributed, in addition to appearing in the paper. 
Whether the store name appears in these teaser ads 
is a matter of preference. 


You may have some other good 
idea as “starter” for your sale—be sure it’s one that 
lends itself to a complete campaign—one that has 
attention and interest value. And then be very certain 
that you neglect no part of the complete program, for 
carelessness in preparation has killed many a sale 
before it even got started. Teaser copy ideas: 





(Teaser Ad Copy) 


How fast they work, how deep they cut. 
These men with pencils blue; 

Price tickets quartered 

Some more than halved— 

A treat’s in store for YOU! 


(See tomorrow’s paper) 





[TURN TO PAGE 59, PLEASE] 
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For a Strong Clearance Sale Promotion, Start With Your 


Idea and Plan a Complete Promotion Through 
Ads and Windows 


To make your Clearance Sale produce real results, don’t be 
satisfied with an isolated advertisement or two and a window 
display planned at the last moment. Build a carefully co-ordinated 
promotion plan comprising newspaper and direct mail advertising 
and a series of really effective windows, all based on a central 
idea that will appeal to the imagination of the public and attract 
attention to your store. Make your plan now to be sure all the 
details will work out smoothly. 





DISCOUNT SQUAD 
- Nine men with 
pencils blue, 
Whose keen price cuts 
\ Make savings great 


NS Forevery one of you / Postcard 











_\ to 
. Customers 
S: 





Contest 
fi 


CHILDREN/  |chiidren 


TRY TO 


WIN A PRIZE 


IN OUR 


DISCOUNT SQUAD 
CONTEST 


These are days of carefully planned promotions in which every 
avenue of publicity is used to focus the attention of the buying 
public on the store’s selling message. A clever idea that will 
serve to arouse interest in your store and set it apart from all the 
other stores that are holding sales next month will prove the 
most powerful instrument you can use in prying loose those extra 
dollars and disposing of the merchandise you must move before 
the Spring season opens. 


Newspaper 
Ads ~ 
substitute the 
verses on the 
postcard for that 
at the top of this 
ad if you wish to 
Oo / make a circular 
for mailing~ 





Copy this picture of our DISCOUN T 
SQUAD -who have been marking 
down prices on all of our shoes 


Clearance Sale~~ Then write a 
propriate verse. and 








mg) Their pencils blue have made for you 
with their blue pencils, for our AP A store-wide bargain treat / 




















an 
mail tor bring it in before (date) 
Besure fo PRINTname, 

PRIZES WILL BE ' 





For THE WinDOcus : This sign rb by two blue pencils, 


Also have the Discount 








uad printed on showcards £ price tickets 
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Supreme Importance of Timing 


This incident illustrates the scope 
and accomplishment of the National Seasonal Opening 
and Display Week. It tells better than anything else 
the spirit of that major trade event and its place along 
the path of progress to better shoes and better service 
to the American public. Here’s the story: 

One of the exhibiting manufacturers grabbed his 
hat and coat, to catch the:train from a distant city, 
to come to the National Seasonal Opening in New 
York. Everything was in readiness — samples had 
been shipped; salesmen had been notified to be on 
duty in New York; several factory executives were 
already enroute. He was the last to leave for the battle 
for business. In hurrying through the cutting room, 
to get to the side door where his car was parked, he 
was approached by a young man in a cutter’s apron. 
The young man said: “Good luck to you, sir. I hope 
that you will bring back some orders so that we can 
have some Christmas money.” 

All the way to New York, the manufacturer thought 
and thought of what he should do at the big show and 
the major part of his thinking was how he could bring 
back some immediate cutting. He considered his 
factory organization as a large family of workers 
looking to him for work and wages. He knew how im- 
portant it was for some orders to come back imme- 
diately. 

When he reached New York, he gathered his men 
about him in the sample rooms and said: “Let’s go 
over these sample lines and pick out all the shoes that 
should represent long range buying. We want this 
showing of ours to be early shoes that a merchant can 
sell in January.” As a result, the sample tables were 
spread with smart patterns and colors, tempting for 
regular sale in the first six weeks of the new year. 
Each of the divisional salesmen made suggestions as 
to what he thought he could sell and seeded his special 
samples so that a merchant in Miami might get color- 
ful shoes and one in Minnesota might get serviceable 


shoes. 
The four days of the show produced for this house 


a fair amount of orders, in a selection and in a price 
range interesting to retailers from all parts of the 
country. On the final day, the manufacturer sped 
home with the new business and cutting starts Monday 
morning. 

In telling us the story, he said: “That young fellow 
in the cutting room put new emphasis on my timing 
of business. Because I seeded my patterns, I could 
tell a shorter story and a more effective one. Those 
model samples that were taken out of the line are 
good for presentation at the January show. I have 
reduced my sample-making expense by just that num- 
ber of pairs withdrawn from the December showing. 
I have business for the plant, work and wages for 
the employees and I found a new strategy of operation. 

“Other manufacturers showed a full Spring line 
and must, of necessity, make a pretty full line of 
samples for January showing. If they booked any 
orders for long range retailing, why they are subject 
to confirmation and all the ills of delay. 

“I was helped more by that young man’s putting a 
new emphasis on my obligation to the family of 
workers at the plant and I have been benefitted in 
many other ways.” 


F this story you may sense 
the process of thinking a sales campaign right through 
to its practical conclusion. There’s a January and 
February business worth going after. A number of 
factories were able to work with a number of retailers 
so that industry might share the trade of January 
and February selling. It is true in many cases that 
samples showing in December cannot be shown again 
in January unless there has been considerable sweeten- 
ing of pattern interest.. You may think that’s an un- 
warranted expense of general business but in the last 
analysis it isn’t. Progress comes through trial and 
effort and it is far better to “dump” a line of samples 
after their showing if, in the doing thereof, more 

[TURN TO PAGE 45, PLEASE] 
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Glittering Generalities Don’t Make 
Net Profit— You Must Have 


40% (orbette) MARK-UP! 


A lot is said these days about the plus values shoes must have 

. but, unfortunately, most lines in the $5 and $6 price ranges 
— and particularly in feature shoes —- overlook the ‘major plus” 
. and that is sufficient initial mark-up so that a satisfactory 


NET PROFIT can be shown on that line. 























Selby STYL-EEZ Shoes do give better than 40% mark-up 
when retailed at $5 and $6, and also plus values which permit the 
building of a satisfactory, profitable and repeat business. 


“SHOWING CURVED INNER SIDE OF INSOLE 





STYL-EEZ Shoes have no fashion handicap due to construc- 
tion, as they are Littleway-Compo made, which permits the use 
of the daintiest patterns, with the added advantage of the STYL- 
EEZ feature, which you see pictured. 


There is the curved inner sole, which overcomes the natural 
tendency of the foot to rock inward, especially in higher heeled 
models; also the firm supporting shank of light weight steel; and 
the comfortable metatarsal pad of soft sponge rubber. 














THE FIBRE REINFORCEMENT AND THE 
STRONG SUPPORTING SHANK 





STYL-EEZ offers you an opportunity unapproached in the 
$5 and $6 retail fields. Fashionable light weight shoes, a worth 
while feature and an above-the-average profit in these price ranges. 





STYL-EEZ are truly feature shoes of the type women want 


to buy. 
olay i _— 


Pefionath-eni 














THE SOFT SPONGE RUBBER METATARSAL PAD 





Write or wire for the STYL-EEZ Salesman — No obligation. 


THE SELBY SHOE COMPANY 
PORTSMOUTH, OHIO 


When writing advertisers please mention Boot and Shoe Recorder 
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Here is a simple but highly effective display of children’s shoes by Best and Co., Fifth Avenue, New York. Note the large number 
of styles shown in three groups, and the pleasing yet not unduly expensive treatment of the entire window. Brilliant lighting 
enhances its effectiveness. 


Put Selling Appeal in Your 


Sale Windows 


With Christmas only a week away, 
shoe merchants are now focusing their thoughts and 
energies on the quick disposal of Winter stocks of 
shoes on their shelves in preparation for the early 
Spring season. There is a decided trend among stores 
everywhere to begin showing the new styles earlier 
in order to give a January stimulus to selling and this 
fact serves to emphasize the immediate problem of 
clearance, in the solution of which attractive, interest- 
ing window displays play a role of vital importance. 
There is a wide difference of opinion among merchants 
as to whether it is better policy to hold clearance sales 
early or late, but regardless of the time of the sale 
it is none too early to begin the task of planning and 
preparation. 

There has been much criticism. in the last two or 
three months of the tendency on the part of most 
stores and of shoe stores in particular to over-empha- 


Clearance Values Alone Insufficient to 
Impress Public Weary of Price Promotion 


size the price appeal in advertising and display. In 
general the criticism is justified, but we are now com- 
ing into a period in which price advertising plays a 
logical and legitimate part, indeed a necessary part 
if shelves are to be cleared quickly and stores left 
open to buy the new styles that will be offered for 
early Spring. 

There are different ways of emphasizing price, how- 
ever, and this year of all years merchants should 
strive to avoid the destructive type of price appeal, 
which not only tends to demoralize merchandising 
but is likely to fall upon deaf ears, so far as consumers 
are concerned, due to the fact that little else save 
price has been dinned into their consciousness during 
the entire year. 

Sale advertising and sale window displays must this 
year carry a definite selling message based upon style, 
service and values if they are not to prove an anti- 
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Deep thinking on business matters is the order of the day. Some old ways of do- 
ing things are going into the discard. Minute analysis of prafit and loss records has 
shown that 80% of the sales volume of some firms has come from 20% of their cus- 
tomers. Volume of sales is not always a criterion of a profitable business. Much de- 
pends on the customers profitably sold, who repeat—the 20%, on whom the cost of 
selling falls so lightly, that each repeat sale is practically “all velvet.” 


KISTLER'BENCH BRAND’ 
SOLE LEATHER | 


is a feature of dress, sport and heavy-duty shoes which makes higher sales at lower 
selling costs a probability. It helps you make more profitable sales, repeatedly. 
Many persons consider highly serviceable, exceptionally comfortable, decidedly 
water-resisting leather soles, most desirable. The number is so promising, that the 
percentage reacting to your sales talk about an outstanding brand of sole leather, 
will give you higher sales at lower selling costs. Eventually, 80% of your sales vol- 
ume may be done on shoes carrying Kistler BENCH BRAND Leather Soles. Don’t 
pay the penalty of poor sole leather. 


Write us for the names of shoe manufacturers making shoes that 
carry KISTLER “BENCH BRAND” LEATHER SOLES 
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This chart represents a side 
of leather The part used 
for KISTLER “BENCH 
BRAND” SOLES 1s about 
13% of the whole side. 









IKISTLE 


LEATHER COMPANY 
BOSTON:MASS: 





FOUNDED 1840 
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climax at the close of a season that has witnessed 
so much misguided and exaggerated price promotion. 
Already many shoe stores, driven to desperate meas- 
ures by financial stringency, are advertising ‘Prices 
Drastically Reduced” to a public that is singularly un- 
responsive to this kind of frantic appeal to buy. Very 
little can be hoped for or accomplished through the 
multiplication of it in the clearance months that lie 
immediately ahead of us. 


‘ie shrewd and resourceful merchant 
will, in our opinion, resort to none of this, but rather 
strive to emphasize the fact that sales time offers a 
favorable opportunity to purchase needed merchandise 
at prices that represent really remarkable values. 

Use of merchandise and the seasonable need of it 
should be emphasized this year in every sale ad and 
every clearance window display. Many people have, 
from motives of economy, refrained from purchasing 
shoes they really need for Winter. January window 
displays should stress the fact that the severest months 
of Winter lie ahead, that the need of sturdy shoes 
will be greatest from January through March, and 
that these shoes can be provided at prices which make 
it real economy to buy them rather than run the risks 
of colds, grippe, pneumonia and other serious ills due 
to exposure. The price of a good pair of shoes is 
cheap insurance against an illness that can easily run 
into hundreds of dollars, aside from the personal 
suffering and loss of time involved. 





An attractive evening footwear display is decidedly in order at holiday time and this one by R. H. Macy & Co., combines an 
unusually artistic setting with a pleasing arrangement of shoes and accessories. 
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It has been traditional practice in many stores to 
make clearance sale window displays rather dull and 
interesting affairs, in which conglomerations of mer- 
chandise were crowded into the available space with- 
out much thought of eye appeal or the general at- 
tractiveness of the window. This sort of thing is 
decidedly out of step with the modern trend in window 
merchandising. It is doubtless wise to show as many 
styles as possible, but they should ge attractively ar- 
ranged, so as to appeal to the interest of the by-passer 
on that score rather than on the strength of price 
alone. 

In this connection the reader’s attention is invited 
to the display of children’s shoes by Best & Co., New 
York, which appears at the beginning of this article. 
Here is a simple arrangement showing an extensive 
arrangement of styles, yet involving no great expense 
to the store. The interest depends in a considerable 
measure on the use of the juvenile figures, but if 
these were not available other objects could be em- 
ployed to take their place. A sled and snow-shoes, 
suggestive of Winter sports, outdoor juvenile apparel 
attractively draped, some attractive panels or show 
cards with juvenile illustrations, could readily be 
employed. 

With such modifications, a similar display could be 
built for practically any shoe store. The backgrounds 
might be of wall board, painted in a flat tint, and the 
display stands, which are so arranged as to bring the 
shoes in the natural line of vision, are simple to build. 
[TURN TO PAGE 59, PLEASE] 
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Shoe by W.L. Douglas Shoe Co., Brockton, Mass. 
Hubschman’s Tandrite Calf, Color 149. 


Each “Step” Proves Tandrite’s Superiority 


1. Purchase of highest grade European auction skins. 


2. Tanning, by a process exclusive in many details, 
to achieve fine grain, tightness of break and mellow 
feel that are unsurpassed. 





| 3. Finishing, by masters of the art, to attain 
that deep, rich Aniline color and beautiful, 
lustrous finish which distinguish Tandrite 
among all other leathers. 








Take” Steps” toward Spring profits, with 
Tandrite, the world’s finest Calfskin! 


| WN 


E. HUBSCHMAN & SONS, INC. 


| PHILADELPHIA 
Tanners of Fine Calf Leathers 
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CONSUMER DEMAND” is not a speculation with ole 4/4 aye] = s) 5 (0) 35 


IN REPLY PLEASE REFER TO 
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roverts IMPSON timrren 
TORONTO, CANADA 
November 26th, 1932. 












Mre HeNe Lape, 
The Julian & Kokenge Co., 
Columbus, Ohioe 


Dear Mr. Lape: -. 











We leerned with great pleasure your 
success in having been given the exclusive contract 
to manufacture Lockwedge shoes for United States. 


We believe this to be the most out- 
standing line of corrective footwear that has ever 
been offered the public and our sales so far have 
warranted our belief. You might be interested to 
learn that for a period of 24 days we have sold 1745 
pairs, all selling at $9.00 per pair and had we been 
able to get the larger and narrower sizes from the 
factory stock, would have sold considerable pairs more, 
some of which we are holding on our file that have not 
been included in the above figures. We had a heavy 
fall of snow last week, which in Toronto diverts the 
sale of leather footwear to rubbers and overshoes. 




















You also ask me to let you know how 
we find the fitting of the different lasts, these we 
can say have been very satisfactory and have had little 
or no complaints up to nowe The larger proportion of 
our sales being made on 3 and 4 lasts, although for the 
city trade we were greatly suprised in the number of 
pairs we have sold on last fle 















As might be expected we have had @ 
great number of other manufacturers that have tried to 
copy the Lockwedge shoe and though they are offering 
these at a very much lower price we find the public 
willing and anxious for the Lockwedge shoe, realizing 

it is the only shoe that has been designed and recognized 


by Dr. Looke of Williamsburg. 


We are looking forward to the visit to 
the show unless the weather interferes. 


serabemngs” Lae. Lilal, 


Group Manager. 


















of 
1°) 2 ba ee patients live in 










the United States 
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The SENSATION of the 


NATIONAL BOOT AND SHOE MANUFACTURERS’ 
ASSOCIATION STYLE SHOW 
















Held at the Commodore Hotel 
New York, December 6th to 9th 


Lockwe ye Sper 


DESIGNED AND ENDORSED BY 
DR. M. W. LOCKE OF WILLIAMSBURG, ONTARIO 


87 of the country's leading merchants placed 
orders for these "wonder shoes" during the first 
three days of this show. 










To insure Quality, Fit, Production and Style 


Women's Lockwedge Shoes are manufactured by 
THE JULIAN & KOKENGE CO. 


Men's Lockwedge Shoes are manufactured by 
FIELD and FLINT CO. 
























EDG 
Spsusia 


DrR.MW.LOCKE 
WILLIAMSBURG, ONT. CANADA 
REG. U § PAT. OFF. 


THE LOCKWEDGE SHOE 
CORPORATION of America 


Suite 1018-1019 Beggs Building @ Columbus, Ohio 



















When writing advertisers please mention Boot and Shoe Recorder 





Se 


30 


Boor AND SHOE RECORDER 
combining THe SHop Reraiuer, Dec. 17, 1932 








ZN 
‘ef e) Ke): 


lO] 


Standardize on 
Cras Brana 
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CONTINUES 
THE SAME IN SHOE AFTER SHOE 


If you standardize on Color 101—you secure true uni- 
formity of color—in all sections of the finished shoe, heel 
cover, tip, vamp and quarter. 

That same uniformity of color will continue in bundle 
after bundle of leather, and case after case of shoes. 














Also—an unusually uniform grain throughout the skin— 
clear to the edges. 


Three years’ research has given us a new tannage—where- 
by the color is uniformly struck through the entire fibre 
of the skin from surface to back. 










The top color, or apparent shade, remains final and per- 
manent in the finished shoe. 


A demonstration will be convincing. May we have 
an early opportunity to show you? 


JOHN R. EVANS & CO. 


Camden, New Jersey 
Philadelphia 


Boston 
St. Louis 
Cincinnati 


Milwaukee 











IT’S AN EVANS LEATHER 
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Courtesy Brings Customers Back 


Sympathetic Treatment Especially Important in 


Selling Corrective Shoes, Chicago Manager Finds 


“T) , 

ecide on your market, go 
after it and then hold your trade through satisfac- 
tory merchandise and courteous treatment.” 

These are some of the factors that go to make up 
a successful business which can weather stormy seas, 
according to A. Sachs, manager of the women’s shoe 
department at the Boston store for the past five years. 
In proof that these theories are sound business, a new 
salon has recently been opened up at The Boston 
Store where corrective shoes will be sold exclusively 
in Chicago. This new room is fitted up attractively 
with upholstered chairs, harmonious draperies and 
other features that give a homelike atmosphere. 

In building up his department Mr. Sachs deliber- 
ately went out after a trade that many of the smart 
shops are not interested in. This includes not only 
older women.and those who need corrective shoes but 
business women, school-teachers and others who need 
comfortable and well-built shoes for comfort. During 
the past two years his department has moved on and 
upward, and this in spite of the fact that the Boston 
Store operates on a strictly cash basis and must com- 


pete with stores that offer attractive credit terms. 

Two definite factors have entered into this success, 
one relating to the customer, the other to the sales 
force. 

In speaking of his attitude toward his customers 
Mr. Sachs emphasized the fact that “the customer is 
always right.” Before coming to Chicago he spent 
seven years in business in Baltimore. It was here, he 
says, that he developed his ideals of modern business. 
The courtesy and southern hospitality dispensed in 
that city made a deep impression and when he came 
west he brought these ideals with him. 

“Treat every woman who enters the department as 
if she were your own mother or sister,” he tells his 
sales force. 

“Women who buy corrective or even common-sense 
shoes are often sensitive on the point and respond 
royally to sympathic, kindly treatment. With the 
customer there is never any argument. Certain per- 
sonalities clash at the take-off. When you meet one 
of these turn her over to some one else long before 

[TURN TO PAGE 59, PLEASE] 
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Chat Paves the Blindfold Coat 


| as color is clear and brilliant, which 
is important, but in addition to this it 
possesses the asset of quality. Blind- 

_ fold, you’d know that it was well tanned 
leather, by its firmness, its flexibility, 


its feel in your hand. 





he Vow Cush sled . ,, Chie 


champles by request to oom 1702-100 old Sreet, New York 
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Sherwood Forest reproduced as setting for children’s shoe section in Feibleman’s store, New Orleans 


Shoe Department Wins Interest of Child 


Story-book Legend Used as Theme for Section Lay- 


out with Effective Results in New Orleans Store 


Reeching back into the picture-book 
legend of childhood for inspiration in developing a 
children’s shoe- department as an incentive for at- 
tracting the little folks Feibleman’s, a department 
store of New Orleans, La., has dramatized the ever 
popular story of Robin Hood by transforming their 
children’s department into a reproduction of Sher- 
wood Forest. 
The decorations of the department include Robin 


-Hood and his merry men. Trees tower over the 


novelty fitting chairs which have as end pieces cut- 
outs of Robin. Hood. The fitting stools are uniquely 
designed with bases decorated as bunnies. The en- 
tire department is so arranged to hold the interest of 
every child and impress the kiddies to the extent that 
it will create a lasting urge to return for their next 
pair of shoes. The shoe stock is concealed behind 
paneled walls. 


Immediately back of the department is an audi- 
torium with a seating capacity of 800. In this audi- 
torium a Robin Hood reception was held during the 
opening of the department, featuring Douglas Fair- 
banks in “Robin Hood,” one of this film actor’s out- 
standing pictures. An additional film was shown 
which exploited foot health, pointing out the ad- 
vantages of correct walking and properly fitted shoes. 
This entertainment for the children attracted thou- 
sands of children who were acquainted with the new 
department as well as the shoes being featured by the 
store. 

Commenting upon the effectiveness of the new sec- 
tion, V. J. Boudousquie, merchandise manager of the 
shoe department, said: “The new department has 
created quite a lot of comment. At the reception on 
Saturday of our opening we had 1500 children present 

[TURN TO PAGE 59, PLEASE] 
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A 
Book 
ners 
Shoe 
Dealer 
and 
Sales- 
person 


Should 


Have 


The Bones 
' The Leage g| Bary Phalanges 


Arches of the Fi 

Soft Structures of th the Foot 

The Ligaments 

Muscles and Tendons of the Leg 
Muscles and Tendons of the Foot 
Arteries of the Leg and Foot 
Veins of the Leg and Foot 

phe wg of the Leg and Foot 


The Skin and Nails 
Comparative Anatomy 
Deformities of the Toes 
Physiology 

Examination of the Foot 
Shortened Calf Muscles 
Weak Foot and Flat-Foot 
waioess of Weak Foot and 


Hollow — 
Metatarsalgia and Morton's Toe 
Method Sthed of Fitting Arch Supports 


Corrective Exercises 
Hallux Valgus and Bun 
Hallux Rig he br, 





Table of Contents 


Painful Heel 

Hammer Toe 

Weak Ankle, Sprained Ankle, and 
Tubercular Ankle 

Talpies or Club-Foot 

Pes Cavus, Hump-Foot, Hollow 
Claw-Foot 

Knock-Knee and Bow-Legs 

Rheumatism, Gout and Other 
Joint Affections 


Skin 
Diesenes of the Blood-Vessels 
Diseases of the Nerves 





Corns 

Callosities—Callous 

Ingrowing Toe-Nail 

Radiography 

History of Footwear 

Shoe Fitting 

Hosiery 

Method of Mabie heed of 
ae Casts of 


First 
Care or the Feet 


Over 600 Pages of Interesting Scientific, $ 50 
Practical Data and over 400 Illustra- 
tions. Many anatomical pictures in color. 


New Edition 
Just Out 


THE 
HUMAN 
FOOT 


Anatomy, Deformities 
and Treatment 
by DR. WM. M. SCHOLL 





Every one in your store who fits 
shoes needs the knowledge of the 
foot which this book imparts in 
simple, every-day language. It ex- 
plains fully how to determine the 
condition of the customer’s foot 
and the bearing which this has 
on the correct fitting of the shoe. 


It will enable you to avoid com- 
plaints due to conditions which 
cause the shoe to wear out prematurely in 
certain places. An understanding of these facts will 
bring about a big increase in sales and _ profits. 


“THE HUMAN FOOT” will make everyone who 
studies it a better and more efficient salesman. There 
are hundreds of subjects treated, anyone of which is 
worth more than the moderate price of this work. 


PREPAID 


THE SCHOLL MFG. CO., Inc. 


213 W. Schiller St., Chicago 
62 W. 14th St., New York 112 Adelaide St., E., Toronto 


p-------Mail This Coupon NOW!-------- 


THE SCHOLL MFG. CO., Inc- 
213 W. Schiller St., Chicago 
62 W. 14th St., New York City 


Gentlemen: I enclose $..0.0.....0.0.00..0.0.:ccccscesceesee-e: for copies of 
“THE HUMAN FOOT” prepaid. 
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By HARRY R. TERHUNE 


FIELD EDITOR 
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——Help make money for you too 


J. Robert Hill’s 
basement shoe department in 
Sanger Brothers’ Downstairs Store, 
Dallas, Texas, has the reputation 
of selling more high priced shoes 
than any other basement in the 
country during 1932. 





J. Robert Hill 


“‘Why sell cheap shoes in a base- 
ment when you can sell good 
ones?” said Mr. Hill. “Basement 
shoppers’ or not, customers never 
have been and never will be happy 
with shoddy, poorly made shoes. 
Our best seller is a $7.50 shoe. It’s 
our most popular shoe price. We 
never have and never expect to sell 
any shoes less than $3.95. 


“Basement customers can be 


taught that fit is much more im- 
portant than price, and we concen- 
trate on fitting customers expertly. 
That eliminates returns. I’ve al- 
ways maintained that greenbacks 
are better than comebacks in the 
shoe business, and I’ve learned a 
lot myself and taught my salesmen 
a lot about fitting during my quar- 
ter century or more in the shoe 
business at Sanger Brothers. We 
know shoes from linings up to fin- 
ish. 

“We're the biggest cranks in the 
world about fit. If we can’t ex- 
actly fit a customer, we refuse to 
sell to her. That keeps our custom- 
ers satisfied, and they come back 
to us with confidence season after 
season.” 

Sanger Brothers’ basement shoe 
department often attracts custom- 
ers who shop in the store’s more 
exclusive upstairs shops for all 
merchandise except their shoes. 
“That department gives me the best 
shoe fits I can find anywhere,” is 
the reason voiced by one faithful 
customer of this type. All of which 
proves again that service to the 
shoe customer is more than glitter. 





Every shoe retailer 
is anxious to get a permanent card 
into people’s homes— one which 
will be seen more or less regularly 
and thereby result in business from 
time to time. The Lemay Store, 
726 W. National Avenue, Milwau- 


kee, has discovered this type of 
card and has secured excellent re- 
sponse to it. 
DO YOUR FEET HURT ? 

90% of all people 

WE ARE pan gh AND pepe on en 
We give you RELIEF at once for 

Rhegmetie pains in the foot or | Fallen arches and 
Metatarsal bones, bunions, callouses, hammer and morton 
toes, club feet, infantile za pasalyets, sprains, nerve, muscular 
and all oe loot troubles. 

We give you Comfort, Style and Long W. 
All shoes are made here complete in 3 to 5 Says time. 


$10. and up. Cork forms inside, $15. and up. 
We carry in stock a full line of Mens and Ladies Shoes from $7 to $9 


Open Wed. and Set. Evenings 726 W. National Ave. 

Ta Mickness Le MAY waist 
In Business Since 1900. Recommended By Doctors 

|Wisconsin’s largest and oldest makers of shoes for all foot troubler 


The Front Side of the Card 


On the back of the green card 
which this shoe retailer issues by 
the hundreds every week is a four- 
inch ruler, and a calendar for the 
current year. A ruler and a calen- 
dar that just about everyone can 
use. And usually, as is the case 
with most of us Americans, we can 
never get them just at the moment 
we want them. 

The card is small enough so that 
it will fit on the top of any desk 
in a very unobtrusive manner, yet 
it will always be there when the 
public wants to consult it. The ad- 
vertising copy on the other side of 
the card is very good in itself, too. 
It tells about the fine service ren- 
dered by the Lemay store to people 
whose feet hurt, how the ortho- 
pedic end of the business has been 
a feature for many years. Special 
made shoes or standard size shoes 
are both sold and a fine business 
done on all. Much of the business 
is due to the little green cards. 


Page veo A 
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of a series of pen and camera sketches in a 


N [ M B E R modern tannery, tracing the successive operations in 
the conversion of raw goatskin into Glazed Kid. 








Fleshing...anvo Scudding Knives 


In the sketch that appeared on November 
26th, we left the lot of skins just after they 
had been unhaired. Now we will spend a 
few moments watching a simple but neces- 
sary process—fleshing. 

“Fleshing” machines are grouped in pairs. 
Inside of each machine a steel cylinder fitted 
with sixteen parallel steel knife blades is 
rapid!y whirring. A mechanical guard keeps 
the workmen safe from these dangerous 
blades. The man controlling the operation 
places a skin, flesh side up, on a rubber 
conveyor belt that runs directly beneath the 
knives. After about half of the skin has 
passed underneath the blades he presses a 
foot-lever that applies pressure and the re- 
maining half of the skin is cleared of flesh. 
As the skin comes out from under the knives 
the other workman turns it around (still 
flesh side up) and hands it to the operator 
of the next machine who gives the other half 
exactly the same treatment. The skin is now 
ready for “puering,” the first chemical 
process to which skins are subjected in the 
tanning department, and for this process the 
lot of skins we are following will now be 
sent to that department where they will at 
last be transformed into actual leather. 

By clearing away all excess flesh and fat, 
“fleshing” produces a skin that will soak up 
puering and tanning chemicals thoroughly 


and evenly. In some of our previous and 
forthcoming sketches emphasis is placed on the fact that exact mechanical manipulation, they can never reap the full benefit of 


knowledge of and experience with chemicals is of inestimable carefully thought out and precisely applied chemistry. Our 
importance in the manufacture of Glazed Kid. Fleshing illus- ability to correlate these two factors is evidenced by the fact that 
trates another angle—the importance of mechanical processes. in 1931 the shoe industry came to us for 27% of the Black Glazed 
If skins are not adequately prepared by sufficient and skilful Kid produced in this country. 


Metal knives in a tannery are divided into two kinds .. . knives 
used for cutting, and knives used for unhairing, for smoothing skins 
out, and for removing excess liquids from skins. The latter are of 
brass, with beveled edges. The former are straight-edged, and of 
steel. Both consist of rotary cylinders in which a number of long, 
parallel blades are inserted. 


“Scudding” knives are studded with bevel-edged, slate blades from 
four to eight inches long, and are used to remove fine hair and dirt 
out of the pores and crevices of a skin before it goes into the tanning 
“reels.” They are continually sharpened, as are the steel and brass 
knives. While steel and brass knives, however, are ground down so 
fast they must be replaced on an average of about every six months, 
slate “‘scudders” will sometimes last for two years and more. 


SURPASS LEATHER CoO. 


Black and colored glazed kid for oe gth & Westmoreland Sts. 
outside stock and linings (also gen- denen PHILADELPHIA 
uine Kangaroo) can be obtained / New York Boston Chicago 
Srom Surpass in any grade and : Cincinnati St. Louis 
of standard unvarying quality : London (England) 
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x & E. Spain, 
manager of the shoe department 
of The Harris Store, San Bernar- 
dino, Calif., depends largely upon 
a silent salesman to create interest 
in and a desire to buy the higher 
priced children’s shoes. Accom- 
panying the effort is a peculiar 
psychological element based upon 
the human characteristic of insist- 
ing upon having that which one 
cannot. 


* 





The silent salesman consists of a 
sort of cupboard 5 feet high and 
36 inches wide, containing five 
shelves, each divided into three 
parts. But the bottoms of the com- 
partments slant upward at an ob- 
lique angle, as illustrated by the 
accompanying sketch. In each 
compartment is a pair of children’s 
shoes, held in place by a thin cleat 
at the rear over which the heels of 
the shoes rest. Along the front 
edge over each compartment is a 
small card bearing the information 
regarding the price and in what 
sizes the shoes may be obtained. 

The prices are more than the 
average mother estimates shoes for 
her child are worth. When she 
comes to the department she is in 
search of cheaper priced merchan- 
dise, and the firm carries a popular 
line at a popular price. 

“When the average mother 
brings her small child to the de- 
partment, we start to fit him in 
our popular priced line of shoes,” 
Mr. Spain explained, “unless she 
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specifies this higher priced brand. 
While the fitting is going on, the 
mother probably will spy the dis- 
play offered by the silent salesman. 
She is curious to know why those 
shoes should cost so much. Per- 
haps she will ask a question, which 
we answer somewhat offhand and 
go ahead fitting in popular priced 
shoes. Another question may cause 
us to answer that the shoes are of 
high quality and much better than 
she probably wants for her child. 

“Such a thought, on our part, 
may somewhat ruffle her, for she 
wants good material for her child ; 
so she'll demand a detailed expla- 
nation. This gives us a chance to 
expound the merits of the shoe 
and prove to her that it is not only 
economical in the long run, but 
more than likely will permit the 
child’s growing foot to properly 
develop. And the chances are that 
she willdemand the higher priced 
shoe—and we will then gladly com- 
ply with her wishes.” 





4d 

T rade in your 

old shoes,” says a sign in the win- 
dows of the Hurley Shoe Store, 
New York City, that is causing 
many men to read the other win- 
dow cards—and incidentally to buy 
shoes. A flat cash discount of 
$2.00 is allowed on all Gripsem 
shoes which retail at $10.85 to 
$13.50, and a $1.00 discount on the 
balance of the Hurley shoes which 
are now selling at $6.45 and $9.45. 
E. J. Arons, who has charge of 
the Broadway store in the theat- 
rical district, believes this to be a 
wonderful idea in promoting busi- 
ness. He tells of numerous cus- 
tomers who have been digging up 
the old shoes out of their closets. 
Only one pair of shoes is allowable 
for a discount, but when the men 
find that their old shoes are given 
away to worthy charity cases, then 
they are more than willing to co- 
operate. This is an appeal that 
strikes them right where they live. 





A sermon on quality 
was preached by the great Wana- 
maker store, New York, in a box 


under the caption of “From the 
Founder’s Writings.” The text 
read: 


“He Kept a Pair of Shoes for 
Each Day of the Week! 
Down in the “Neck, where 

Stephen Girard had a farm along 

the Schuylkill shore, there were 

many stories current that we used 
to hear of his habits. 

Neat and particular in his dress 
of broadcloth, he always wore a 
white tie and shoes that looked 
“like new.” 

He “was saving,’ and knew the 
secret of making his clothes and 
shoes last long by “giving them 
days off for rest.” 

It is astonishing that so few peo- 
ple know how much farther a 
horse and wearing apparel will go 
if it is of good quality to begin 
with and not driven every day.” 





Charts and diagrams 
are not usually considered very hot 
for newspaper advertising. In fact, 
we have rather become fed up with 
charts showing that prosperity is 
“just around the corner.” In this 
clever piece of advertising, how- 
ever, Paul Barcroft, of the Nettle- 


HOW TO CATCH 


THE FINE SHOE MARKET 
AT THE BoTrom—buy now! 








“Tlettleton 


SHOES 


TRY THE PENCIL TEST 


ZACHRY 














ton Shoe Department, at Zachry’s, 
has succeeded in producing a con- 
vincing argument to buy shoes 
now, while the price is at the bot- 
tom of the curve. Note that only 
a few words are used. 


AR. 
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QUAKER CITY 


A CK 





94, 


CHESTNUT BROWN 


26 


CHOCOLATE BROWN 





Two of this trio of notable 
browns will be extensively used in 
spring footwear for women. 
COLOR 24—CHESTNUT BROWN 
—is a light, spring brown, slightly 
red in cast. COLOR 26—CHOCO- 
LATE BROWN—sometimes called 
Indies Brown—is a safe, staple brown 


useful in all seasons. te es ee % 


COLOR 20—TANGIER BROWN 


—is a very popular shade for men’s 


2O) 


TANGIER BROWN 








QUAKER CITY DIVISION 





519 West Huntingdon St., Philadelphia, Pa. 
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you and 


Bland 
handle it 


OMETHING over a 
year ago the situation 
in a certain depart- 
ment store, located in 
a city of 150,000, was 
perhaps no different 

than the situation that existed and still exists in many 
department stores of its kind. The shoe department 
presented a very grave problem. Stocks were excessive, 
sales had dropped off, and operations were showing a 
steady loss. 

The department manager, a capable young man, was 
“on the spot.” The boss had called him in for the pur- 
pose of discussing the situation. There was talk of a 
change of managers. It was a most uncomfortable 
period for the young department manager. But the 
young man stood his ground. “Now, may I say a word,” 
he began. “Of course, it is your privilege to change 
managers. But I doubt if a change of managers will 
accomplish anything unless you decide at the same time 
on a change of policy. 


“Under present conditions, we have too many price 
lines, too many sources of supply, too much make-up 
goods. I’ve tried to point these facts out many times 
before this. The shoe department, as now operated, will 


always present a problem. In trying to sell everybody, 
Adv.— 


_ answer to the prob- 
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we are rapidly pro- 
gressing in the 
opposite direction. 
“Now, I’m satis- 
fied that I have the 


lem. I’m not going off half-cocked 

on this. I’ve gone into it from every 

angle—and it fits our situation. But 

it involves a complete change of policy, and each time 
I’ve mentioned it, you have insisted that the change is 
too radical. But the facts are all on my side. So here 
goes once more.” 

And then he launched into a description of the ad- 
vantages of the Brown Concentration Plan. So earnest, 
logical and convincing was his argument that the boss 
came to feel there might be something in it. Previously 
the boss had never given the Brown Shoe salesman 
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a satisfactory hearing. Now he agreed to consider the 
plan seriously. 

When the Brown Shoe salesman arrived, he spent a 
half day in analyzing a section of the stock. Then, for- 
tified with facts, he went to see the boss. 

He pointed out a badly overstocked and unbalanced 
situation; showed that under the present plan of oper- 
ation it might be improved but never corrected; and 
then pointed out how and why the situation could be 
corrected under the Brown Concentration Plan. He 
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RIGHT, SON 


proved conclusively that the stock could be re- 
duced by 40% without losing sales opportunities. 


Then he took up the subject of price lines, and 
their influence on profits, next the disposal of 
odd lots, and the savings that might be effected 
there. All in all, he showed such a thorough 
grasp of the situation, pointed out so logically 
and clearly the course that should be pursued 
that the boss was thoroughly convinced that 
here was the answer to the problem. 


Today the boss no longer worries about the 
shoe department. It is making a profit and sales 
are increasing. He keeps his weather eye on it, 
of course, but when he is told about a new move 
contemplated, he is inclined to accept it with an 
affectionate, “All right, Son, you and Bland 
handle it.” (Bland, though that is not his real 
name, being the Brown Shoe salesman in this 
story.) And the department manager and Bland 
are handling it—working together on a basis 
of mutual interest that is a new and practical 
note in the relations of buyer and seller. The 
Brown Shoe salesman brings to the department 
not only the knowledge gained through his own 
training and experience, but also the knowledge 
and experience of the headquarters staff of re- 
tailing specialists, maintained by Brown Shoe 
Company for the benefit of its more than 600 
Concentration customers. Habit, opinion, and 
guess have no place in the department. A proven 
plan of operation, that establishes cold facts, is 
now in complete control. 

* * * * * 


In the Brown Shoe salesman you will recognize a new 
type. He is trained to know the problems of the retail 
shoe business—can talk your language on such subjects 
as stock arrangement, stock control, stock analysis, 
turnover, scientific buying, record keeping. He can work 
intelligently with you in solving many knotty problems. 
He can be of much help in getting or keeping your 
house in order. Whether or not you and he get together 
on the Concentration Plan, we are sure you will find 
your contacts interesting, refreshing and profitable. 


TWrovns Sroe Gorge 


ST. LOUIS 


Manufacturers of the Concentration Line—including Buster Brown 
Tread Straight Shoes for boys and girls and BROWNbilt 
Tread Straight Shoes for men and women. 
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SPRING STYLE FORECAST 


[CONTINUED FROM PAGE 19] © 


grey shoes and possibly gloves to match. In this case, 
to get your color accent you’d resort to a brown or 
blue or red blouse or scarf. And you must have this 
color accent. No woman will want to be all neutral. 
We think it’s smarter to wear a shoe in a darker shade 
of beige or grey, rather than a lighter one, but at the 
same time we realize the accepted fashion throughout 
this country of pale beige, or even this year pearly 
grey shoes. I do wish we could make them wear 
darker neutrals! 

Another way is to wear dark blue shoes with your 
grey or beige outfit. . . and nothing is smarter than 
dark blue accessories with grey. It’s even smarter 
and certainly newer than the brown accessories worn 
with grey that looked so Oxford and made such a hit 
last year. In this case, you could carry a dark blue 
bag, a blue hat, and blue gloves or neutral ones. 


And, of course, another way of 
meeting the situation is to wear dark brown or black 
shoes with the grey or beige outfit. 

Dark blue shoes with grey will be the newest fash- 
ion already accepted by the smart women of the 
world. Also, you'll have blue shoes with blue cos- 
tumes, which will be very popular. So there should 
be a very wide acceptance of the blue shoe this spring. 
Brown is ever an old favorite—women are used to 
it as a shoe and accessory color—and it will be worn 
with beige, grey, and the small amount of brown that 
will be worn for coats and suits. 

I would be doing a rather sad case of forecasting 
if I didn’t mention in connection with all these grey 
and beige clothes, the amusing color accents that will 
appear with them aside from brown and blue. Bright 
reds, oranges, or greens will put a splash of gayety 
into many a neutral outfit. Of these, red is the most 
important, and will be seen with beige and grey, with 
black-and-white, dark blue-and-white, and brown-and- 
white. Paris sends us intriguing news about rosy coral 
pinks and salmon-pinks that will be used to accent 
the same beiges and greys. 

To go back to grey shoes for a moment. Another 
reason for the acceptance of grey this spring is the 
fact that there are so many very smart grey shoe 
fashions on the market. The reptiles are a marvelous 
solution—the combination of two or more shades of 
kid or two materials is another, and I for my part 
can see the possible revival of the shoe with a black 
front and a neutral colored back that is so flattering 
to the foot. 

I understand that the very, very dark brown shoe, 


which Vogue believes in so heartily, is not a great 
popular success. But just the same, all those chic 
women who have their shoes made to order and pick 
their own leathers, continue to insist upon this shade. 
And no survey of the brown shoe world would be com- 
plete without that smart British number—the tan calf 
shoe. For ages, English women who know their tweeds 
and their shooting grounds and point-to-points have 
been wearing this type of shoe, and smart Americans 
are slowly beginning to emulate them. It may be a 
minority shoe, limited to only your most internation- 
ally-minded customers—but it is too important to be 
omitted. 

Aside from the colors of spring, it is reasonably 
certain that the new shift in silhouette will influence 
shoes, too. For we ladies are going to give up some 
of our picturesqueness and go in for a trimmer, 
straighter, looser more box-like silhouette. This comes 
from Schiaparelli, and we know she is taken up like 
wildfire in the U. S. 

‘Now, I think that because of this square, loose, 
hanging look of spring daytime clothes, the following 
types of shoes will either continue in their popularity 
or gain in popularity as the case might be. 

Oxfords seem to fit into this mode particularly well, 
and we have seen their popularity during the fall. 
They will be both high and low, and I believe will 
be accepted by smart women for. town wear as well 
as for sports. 

The monk shoe in its many variations will continue. 
This shoe I have seen smart women wearing also for 
sport as well as for town in various types of leather. 


The shoe that | am watching with 
particular interest is the T-strap sandal which has 
come back to us in a new variation. Of course, the 
classic T-strap sandal for afternoon wear has always 
been with us. The newer one isa sandal with a rather 
wide T-strap and a wide instep strap made-with a 
moderate heel. I understand it started as a semi- 
sports shoe—the white buckskins of last summer, for 
instance, and has developed from that into an im- 
portant type for town shoes as well. 

I haven’t gone into the subject of pumps because, 
of course, they are with us as always. I believe the 
story is that the pump is receding, and the very much 
higher cut shoe is coming into its place. But judging 
from myself, I can most vehemently say that pumps 
will never go out, because I believe them to be the 
most flattering type of shoe that you can wear. It’s 

[TURN TO PAGE 44, PLEASE] 
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Spring Style Forecast 


[CONTINUED FROM PAGE 42] 


only that other newer cuts are catching the eye at 
the moment. 

As for the evening mode, I will give you colors 
first again, because it is the color more than anything 
else that influences the shoe mode. Black we can take 
for granted, and it is unusually chic in combination with 
another color. Grey comes next, and in both of these 
colors you find beautiful filmy chiffon dresses. The 
gayest colors are the sherbet shades. In a lemon yel- 
low and a strawberry pink they are particularly smart, 
and these two colors are very often combined. White 
is, as always, an integral part of the mode, because 
it is one of the most flattering and satisfactory colors 
that women are wearing in the evening. Bright 
orange, cyclamen pinks, and soft pinkish fuchsias are 
other noteworthy colors. 

Now, as for shoes with these colors, as usual there 
are two sides, one faction holding that shoes should 
contrast to be chic; the other side holding that they 
should match the most predominating note of the cos- 
tume. We believe in the latter, but, of course, there 
are outstanding exceptions on the side of the contrast. 
It stands to reason, too, that with these cloudy colors 
the silver shoe should be particularly good. The 
fashion of wearing gold metal. belts and other gold 
trimming with white should bring out a demand for 
gold slippers. Then, of course, we think the majority 
of shoes will be dyed to match the costume. 

The sandal continues, not as extravagantly cut-out 
as it was several seasons ago, but more discreet in 
its design. The two-color shoe with interest in the 
back is seen on many smart women. 

If there is a color that will be used consistently for 
contrast, I should certainly think it would continue 
to be a bright red. Yow find so many dresses with 
bright red sashes or accents of some kind, that I am 
sure a great many women will like to have their shoes 
matching this accent. 

One last word about the future. From our observ- 
ance of smart resorts the all-white resort shoe will 
continue and even gain in popularity. There has been 
some talk of a very pale parchment shade for this 
type, but from all evidence white will be the best. 
Black-and-white, brown-and-white, of course, are as 
ever in the fashion and no doubt we’ll have dark blue 
and white as a special fashion as well. 


Must Know Fashion Facts 

“In order to make successful style shoes, we must 
know the dominant facts behind color, silhouette, 
fabric, etc., and work our way toward the type of 
shoe which best expresses these features,” said Ruth 
E. Waltz, editor of Breath of the Avenue, at the Shoe 
Manufacturers Style Convention. “Now let me give 
you a few examples of the way in which we actually 
apply fashion information to shoes. 
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“Take for instance the change of silhouette to the 
broad-shouldered, slim type which we are having 
now. Women still assumed the ‘S’ posture of the post- NEW 
war days, but they soon discovered that this posture D AWN 
was ruinous to the new silhouette. They couldn’t look 
smart unless they stood up straight. As soon as they 
attempted to stand up straight, they found they 
couldn’t stand straight in the high heels they were 
wearing, and they demanded lower heels. Also with 
this same silhouette came the tailored influence. The 


Ss 
E 
tailored influence was the result of the change in sil- A 
M 
L 
E 
Ss 


m= = NEW 
ay CATALOG 


\ 
\ 






houette and also the result of economic conditions 
which, of course, caused women to think more seri- 
ously and therefore caused them to dress in a more 
tailored manner. With the tailored influence came 
the higher cut shoe simply because it looked best. 
Therefore the lower heel and the higher cut shoe 


ERE’S an outstanding specialty shoe 
—just what’s needed nowadays for 
volume selling. Patented and exclusive 
features. 3 numbers in stock—A to E. 
Black or Brown elk. No breaking in. 


are in fashion because we see they are nice and they S ie hess ft ot aa ae, ea 
look well. They are in fashion because the silhouette samples. 
changed. 


“Another theory on which we based some of our SHOE 
shoe information is the general trend in silhouette. 


We find in this season that we have ‘bodice’ inter- CHIPPEWA SHOE MFG. CO 
est. The design interest is centered on the bodice CHIPPEWA FALLS. WIS. __ 


and the skirts are simple and straight and quite 
fey Dy 


plain. When skirts are simple, our shoes show de- 
SHOES 


signing interest. 

“All fashion information is not given in one price 
level or another, but we find that a fashion which is TRADE MARK REG. U.S. PAT. OFF. 
good in a higher price level eventually comes down 
to the lower price level. Also some fashions begin 
in a low price level and stay there. It is up to you to 
take this information and place it in your own factory 
or in your own store in the right place. You know what 
you sold last year. Your last year’s figures are an 
excellent guide to what you will do next year.” 

















Supreme Importance of Timing 
[CONTINUED FROM PAGE 22] 

















pleasing and more purposeful shoes result. The public 
demands more in patterns, in color, in price and in 


purpose than ever before and the showing of such LIVE IN THE NEW SMART CENTER 
footwear by many manufacturers at one time is a 
fiat Panay OF NEW YORK 


“testing by fire,” the removing of the dross and the 


refining of the pure gold. The Hotel Montclair is located 
Outstanding above all else, the National Seasonal NOTHING FINER in the very heart of the fashionable 
Opening emphasized the return of interest in shoe IN HOTEL Park Avenue area—the world- 
: : : ACCOMMODATIONS sdenti : 
fitting. You will remember in early November, we AT THESE RATES prt residential and shopping 
. - : istrict of New York's elite. 800 
said: “Answer this question yourself, What holds SINGLE Roons sunny, outside rooms. Every room 
customer interest today? Not wild-eyed patterns, from $2.50 to 95 per day with bath, shower and radio. 
. . Weekly from $15.00 ° 
colors and fashions; not price alone; not the word pion i tap Adjacent to Grand Central and 
‘quality’ alone. Customer interest is held by ‘the ap- from $8.80 to 98 per dey B & O Bus Terminal . . . only a few 
Weekly from $21.00 minutes from Pennsylvania Station. 


peal to reason.’ The shoe has got to be more than just 


leather put together. It has got to have a purpose. | 
And so we come in to the period of ‘purpose shoes’ BHD EE B REDN EE E AE FR 
with first position to the types of shoes that play a Oscar W. Richards, Resident Manager 


part in the comfort, posture and pleasure of the LEXINGTON AVE., 49th TO 50th STS., NEW YORK CITY 
individual.” 
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IN THELAST ANALYSIS .. -- - 


T IS the LAST that makes friendship possible between 

the shoe and the foot. The LAST is more than a block 

of wood. It is the means by which the foot and the shoe 
are brought together in harmony. 


The scientific construction of the CO-ORDINATED LAST 
renders the shoe livable to the foot regardless of its size. 
All CO-ORDINATED LASTS are mechanically graded 
accurately and in proportion, so that the 8E (in women’s) 
has the same appearance in line, toe spring, height of 
heel and general outline as the sample 4B size. 


When a manufacturer has perfected his base model, 
knows it fits the foot and the eye, he can be assured of the 
correct grading of his extremes to look like the model. 





COORDINATED LASTS 


wvvvvvvvwv 


UNITED LAST COMPANY * BOSTON *¢ MASS. 


— a a 
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INTERESTING SHOE PRODUCTION FIGURES 


WASHINGTON, D. C.—A release from 
the Department of Commerce on the 
production of shoes covering the first 
ten months of this year indicates 3.7 
percent decrease, while the total pro- 
duction in the 1096 factories reporting 
for the month of October, 1932, indi- 
cates a decrease of 2.7 percent from 
September, 1932, and an increase of 
29.9 percent over October, 1921. 





PRODUCTION OF BOOTS AND SHOES 


OCTOBER, 1932 
PRODUCTION OF FOOTWEAR, OTHER THAN RUBBER, BY MONTHS 
1980, 1031 AND 1932 


MILLIONS OF PAIRS 














As indicated on the accompanying 
graph, shoe production during Septem- 
ber and October of this year is the 
highest that it has been in the past 











Hide Futures Irregular 


New York.—Hide futures prices 


fluctuated irregularly and within a nar- 
row range on the New York Hide Ex- 
change during the week ended Decem- 
ber 9th, and at the close of the period 
the active positions were from un- 


three years, having reached a total of 
nearly 34,000,000 pairs. 

For the entire January to October 
1932 period, the report indicates the 
following percentages of gain or loss: 


Per Cent of 

Increase 

Jan.-Oct. 

Kind 1931-1932 
Boots and shoes, total...........++. — 3.7 
High and i nee total..... — 5.0 

WOON ONOE. osc coc 0 dhanvces 2 
Men’s WEEE BIMIG’ 5 occ cen hc owenes — 12 
i rE occ rsnsneeeeetees —13.7 
INS 6.6 csigic ddieccd cd cuanuddis os — 0.8 
Misses’ and children’s ............ — 1.8 
MENDY cnctcdeccctceddaqedssetesas --18.9 
Athletic and sporting ............... —36.8 
Part-leather and part-fabric ........ —38.2 
All-fabric (satin, canvas, etc.) ...... 35.1 
Slippers and moccasins for house wear, 
ME Rideddecendpeccdedcecseeee ss — 0.8 
MEE DEMIR <eic.s6ss.cnccwudeceume dees — 7.5 
Part leather, felt, etc. ............ 1.3 
Barefoot sandals, play shoes, and all 

other footwear .....ccccscccsccscs 24.8 


In the following chart showing the 
production by states, for the first ten 
months of this year as compared with 
last year, Maine still holds the lead 
with a gain of 14.0 percent, while Wis- 
consin is second with a gain of 3.1 per- 
cent. The other sections show losses 
as indicated. 








changed to 5 points lower. 


Traders 





packers views. 


Factories PerCentof 

Represented Increase 

October Jan.-Oct. 

State 1932 1931-1932 
United States ...... P 1,096 — 3.7 
RI de 0 e666: 6c. 0u c0'e-4 55 — 6.0 
MEE Ch cnbciseee oo sic0eee 50 14.0 
Massachusetts .......... 339 0.5 
J ee 54 —13.7 
New Hampshire ........ 60 —10.4 
Lae ie 239 — 9.4 
2 eee 40 — 4.2 
Pennsylvania ........... 94 — 2.6 
Wisconsin ............. 54 3.1 
7) a ee 111 8.2 


— 


were inclined to adopt a waiting policy. 
Buying and selling orders appeared to 
be fairly well balanced the greater 
part of the week, which accounted for 
the narrow fluctuations. Spot hides 
were virtually at a standstill owing to 
the wide variance between tanners and 








EVERY WEEK 


Craddock-Terry Co. Busy 


LYNCHBURG, Va.—After being closed 
for ten days to rearrange machinery 
and for inventory, the Craddock-Terry 
Company has resumed operations and 
are in full swing again. The shut- 
down period was shorter this year than 
has usually been the case. During the 
closing period, the Jefferson street fac- 
tory was consolidated with other fac- 
tory units of the company, which means 
the closing of that building. The 
change will mean that all of the facto- 
ries at Lynchburg will be individual 
units, complete in themselves. Hereto- 
fore the cutting and stitching was car- 
ried on at the central plant, the uppers 
being sent to other plants for comple- 
tion. Each factory now will have its 
own cutting and stitching department. 

Stock fitters, cutters, lasting room 
workers, skivers, stampers, first mak- 
ers and stitchers reported for work last 
Thursday moning and other depart- 
ments will open daily up to December 
7, when all of the plants will be operat- 
ing on full time. 

Under the reorganization, J. C. 
Greenlay becomes superintendent of 
the Southland plant, J. H. Ballard of 
the Fort Hill factory, and H. P. Holt, 
the West End plant. 

The company employs about 3000 
persons at Lynchburg in shoe making. 








Wholesale Prices Decline 
Slightly 


WASHINGTON, D. C.—The Bureau of 
Labor Statistics of the U. S. Depart- 
ment of Labor announces that its index 
number of wholesale prices for the week 
ending December 3 stands at 63.6 as 
compared with 64.0 for the week end- 
ing November 26, showing a decrease of 
six-tenths of 1 per cent. These index 
numbers are derived from price quota- 
tions of 784 commodities, weighted ac- 
cording to the importance of each com- 
modity and based on average prices for 
the year 1926 as 100.0. 

“Hides and Leather Products” show 
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a decrease of .3 for the week ending 
December 3, as compared with the pre- 
vious weeks. This same classification 
further shows a change of a decrease 
of .5 in the past month. 





Capitol District Retailers Busy 


ALBANY, N. Y.—Manager James H. 
Stone of the National Shoe Retailers 
Association has accepted an invitation 
to address a meeting of the Capitol Dis- 
trict Shoe Retailers Association, to be 
held here some time in January. Presi- 
dent Henry Merton Smith of the New 
York State Shoe Retailers Association 
will also be a guest. 

Under the leadership of President T. 
Arthur Cohen of the Capitol District 
body and former President Jesse L. 
Patton of the state organization, work 
of arranging for next September’s fif- 
teenth annual convention of the state 
association is fast going forward. It 
has been decided to hold the conven- 
tion at the Ten Eyck Hotel, September 
11th and 12th, with the annual meet- 
ing of the directors on the 10th. Many 
reservations have already been made by 
traveling salesmen, of whom about one 
hundred hold membership in the asso- 
ciation. 

A few nights ago 34 members of the 
Capitol District association attended an 
appetizing dinner at the Hendrick Hud- 
son hotel at Troy. Directors W. S. 
Ocker, of Troy, T. Arthur Cohen and 
others arranged the meeting, which was 
addressed by former President J. L. 
Patton. The latter stressed the value 
to all shoe merchants of the state asso- 
ciation, and told of the many benefits its 





members had derived, also the friend- 
ships that had been formed as a result 
of the annual conventions. 

M. B. Hughey, of Watkins Glen and 
a former state president, has been in- 
vited to officiate as toastmaster at the 
Albany convention. 





Italian Shoe Situation 


RomeE, ITaLty.—Italian shoe factories 
have been well occupied for the past 
two months and still have outstanding 
work for several weeks, but commit- 
ments do not extend beyond the first of 
January. The margin of profit is 
slender, but manufacturers are glad to 
keep their machinery and workers 
active even at little or no profit, reports 
Arthur B. Butman, Chief, Shoe and 
Leather Manufactures Division of the 
Department of Commerce. Dealers 
and the public both seem. convinced that 
bottom prices for shoes have been 
reached and are beginning to buy with 
more confidence. Consumers are re- 
ported to begin to show greater interest 
in the quality of the shoe and to cease 
to accept a low-grade article for the 
sake of cheapness. This latter state- 
ment, however, holds only in the more 
prosperous districts. In the poorer 
regions, particularly in the South and 
in the small towns, cheap hand-made 
shoes continue to offer serious competi- 
tion to the big manufacturer. In Na- 
ples nailed work is being offered freely 
as low as Lire 16 per pair ($0.90) for 
men’s shoes and Lire 9 ($0.45) for 
women’s shoes, ex factory. The labor 
on these shoes is said to be reckoned 





at from Lire 1 to Lire 1.25 per pair. 





DEPARTMENT STORE SALES IN NOVEMBER, 1932 





WASHINGTON, D. C. — Preliminary 
figures on the value of department 
store sales as released by the Federal 
Reserve Board show a decline from 
October to November, contrary to the 
usual seasonal movement. The Federal 
Reserve Board’s index, which makes 
allowance both for number of business 
days and for usual seasonal changes, 
was 64 in November on the basis of the 





1923-1925 average as 100, compared 


PERCENTAGE INCREASE OR DECREASE FROM A YEAR AGO 


with 71 in October and 70 in September. 

In comparison with a year ago the 
value of sales for November, according 
to the preliminary figures, was 20 per 
cent smaller; when allowance is made 
for the fact that there was one more 
business day in November this year 
than last the decline is 23 per cent. The 
aggregate for the first eleven months 
of the year was 23 per cent smaller 
than for the corresponding period of 
1931. 








January 1 Number of Number 
November* 0 Reporting of 
November 30* Stores Cities 
ME tt vs vavkbctiw exe paae —20 —23 516 222 
Federal reserve district: 

eas kaka sda neil, 40 ayn as —18 —21 96 25 
a. A ee —19 —21 57 2 
RE 5 an tb obs wie ii Sace —17 —21 33 15 
Es sce 5 on eens-oe hte > —23 —27 44 15 
EEE (35s 0 She 5 0 0d04Seba'ee —16 —1s 53 22 
SE bad chev sh owed ccus cweee —22 —24 28 17 
SET. Stoo cobccecrverseecwss —21 —25 58 32 
ET Ks obs 6 646s 6s bp.60bd 66 —20 —2z 21 ] 
ERS rr ee ee —1y —20 18 1Z 
TEOMORS CHEW oc cccccecccccccces —20 —2z 21 12Z 
EE Bdsoevdscccdecesricocove —20 —24 18 y 
San Francisco ...........++.6. —26 —25 69 25 





* November figures preliminary; in most districts the month had one mor 
this year than last year. nee Senn or 


een nn nn nnn 
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Shoes for Unemployed 


Salem, Mass.—Leopold Shoe Co. has started 
to make, for charity, 2400 pairs of shoes, 1200 
for women and 1200 for children, and the 
shop crew is giving its labor as its contribu- 
tion to the charity. All shoes will be stamped 
“For the Unemployed.” Five hundred pairs 
will be distributed in Salem, 500 in Boston 
and 1400 pairs in New York, the distribution 
to be made, in Boston and New York, through 
the Coward stores in cooperation with es- 
tablished charitable organizations. 





To Make Children’s 
Stitchdowns 


WILLIAMSporRT, Pa. — The Williams- 
port Shoe Manufacturing Company has 
been incorporated under the laws of the 
State of Pennsylvania with an author- 
ized capital stock of $27,000. The fol- 
lowing officers have been elected: Ly- 
man A. Trull, president; Albert V. Zim- 
mermann, secretary and treasurer; Ed- 
ward D. Foye, vice-president. They are 
all experienced men. Mr. Trull has had 
twenty years’ experience manufactur- 
ing and selling leather footwear, and 
for the past fourteen years he was su- 
perintendent of the Lycoming Rubber 
Company in charge of Fabric Footwear. 
Mr. Zimmermann was associated with 
the Lycoming Rubber Company for the 
past twelve years, and was assistant 
treasurer and office manager at the 
time of the formation of this company. 
Mr. Foye has had eleven years’ experi- 
ence manufacturing and selling leather 
footwear. The new company will spe- 
cialize in misses’ and children’s stitch- 
down shoes. 





Slipper, Moccasin Combination 


SALEM, Mass.—Edward Newhall 
Slipper Co. is moving to Yarmouth, 
Me., where its business will be com- 
bined with that of the Yarmouth Moc- 
casin Co., manufacturers of moccasins 
for sport wear, the factory to be 
operated chiefly on slippers for six 
months of the year, and chiefly on moc- 
easins for the remainder of the year, 
according to season. 

Daniel Wiggin is manager of the 
Yarmouth Moccasin Co. Edward New- 
hall will continue to manage the slipper 
business. Mr. Newhall was with Fargo, 
Newhall Co., of Lynn, until last Sep- 
tember, when he started the new con- 
cern, 

The Yarmouth Co. is bringing out a 
new line of sport moccasins for sports, 
including golf shoes, with the “cord- 
wained” or hand-sewed moccasin insets, 
and double soles with cleats. 


Shoe Sales Good 


AMARILLO, TEXAS— Bayard Clouse, 
shoe buyer and manager for Moore- 
Postum, large department store in 
Amarillo, recently moved the shoe de- 
partment from the back section of the 
store to the south side of the front. 
Although there is less space, sales have 








been “better than expected.” 
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GOOD SHEEP YEAR 


PEABODY, MASS.—“‘It’s been a pretty good 
sheep year” says Paul Gallagher, the sheep 
“pickled skin broker.” With the gain on 
lambskin for linings, and sheepskin for coats, 
and the development of new specialties, the 
tanners of sheep have kept busy, and some on 
overtime. Prices kept low. But volume of 
business was large, and hopes are high for a 
better sheep year in 1933.” 











» STORE CHANGES 4 





Block Stages Opening 

TACOMA, WASH.—Block’s Shoe Store 
staged an opening at 1115 Broadway, 
December 3, when the beautiful new 
store was thrown open to the public. 
Gifts of silk hosiery, slipper souvenirs, 
or presents of men’s silk socks were 
made to first-day customers. 

‘A large financial outlay has been 
made for the remodeling of the attrac- 
tive shoe store, and a lease for a long 
period of years has been signed by Max 
H. Block, president of the Block shoe 
store system of The Pacific Northwest, 
which is now engaged in a program of 
unprecedented expansion, due to the 
firm conviction of Mr. Block that pres- 
ent low-price levels will not continue 
and that business must go forward. 

In charge of the elaborate shoe and 
hosiery retailing establishment which 
makes a bid for bigger business in this 
Puget Sound city is B. M. Ross, whose 
efficient management over a period of 
six years, has made possible the fine 
new shoe store. 





Cook and Love Reopen 

MEMPHIS, TENN. — Robert S. Love 
and Frank D. Cook have _ recently 
opened a new and ultra-modern shoe 
store at 42 South Main Street. Mr. 
Cook, with twenty years’ experience in 
the shoe business in Memphis, was one 
of the original organizers of the 
“Bootery” one of the style shops of 
that city. Mr. Love has had about the 
same term of experience managing shoe 
departments in Memphis, both were in 
business here together for several years. 

Mr. Love was a leader in reorganiza- 
tion of the Memphis Retail Shoe Deal- 
ers’ Association, and is at present its 
president. 

The entire shoe trade in Memphis 
have only the highest regard for this 
new concern as competitors. 





Coward Opens New Branch 

New York—“With prices at their 
lowest ebb, the time is opportune for 
expansion.” H. V. Moser, general man- 
ager of the Coward Shoe Company, 
said in announcing that the organiza- 
tion’s fifth store would open at Fulton 
and Hoyt Sts., Brooklyn, on or about 
December 15. 

“Because there has been an absolute 





stop to purchasing for so long,” he 
said, “the demand for merchandise ne- 
cessities, in particular, must be at hand. 
When this demand begins to be felt 
manufacturers should be in a position 
to meet it immediately, and the retail 
stores which can furnish the public 
with these articles will be the ones to 
thrive.” 





Progressive Tennessee Store 


CHATTANOOGA, TENN. — The Chatta- 
nooga Shoe Company recently opened a 
modern up to the minute shoe store at 
720 Market Street. This is a locally 
owned business with Herman Brener as 
president and treasurer, and Leo Ros- 
enblum as general manager. The store 
has some very fine windows and one of 
the most complete hosiery departments 
in the city. Two floors are occupied 
with children’s departments on both 
floors. The street floor carries the 
better grades while the bargain depart- 
ment is on the second floor. 





Bullock to Close 


MONTGOMERY, ALA. — The Bullock 
Shoe Company will close their store 
here and the business will be consoli- 
dated with the Slipper Shop at Nach- 
man and Meertief’s. The latter store 
has recently enlarged their shoe de- 
fartment. 

J. Nick Jones, manager of the Bul- 
lock store for several years, will prob- 
ably take up a new position in the new 
location. 


Charters Blue Ribbon Stores 


DeETROIT—Blue Ribbon Shoe Shops, 
Inc., has been organized as a new store 
company, operating now three stores in 
the Detroit territory. Main store is at 
334 West Grand River Avenue, and the 
other stores at Gratiot and Joseph 
Campau Avenues, and in Hamtramck, 
a suburb. Officers of the company are 
Haydn R. DeVol, Romuald P. Fisher, 
and Morris Presberger. The company 
has been granted a Michigan charter 
of incorporation, and is capitalized at 
$25,000. 











My Analysis of a 
“Boudoir Slipper Sale” 


| find the following method very successful 
in selling boudoir slippers: 

A customer comes in the store for a pair of 
shoes. | proceed by showing the style asked for, 
and when satisfied with the style and fit, | go 
for the mate and at the same time take with 
me two or three styles of boudoir slippers 
which | place in a conspicuous place where 
the customer can easily see them. 1! devote 
the major part of my time in closing the sale; 
also bearing in mind that | must sell a pair of 
boudoir slippers. Usually, the customer notices 
the slippers and inquires about them, and if 
she doesn’t, | show them to her and explain 
why she should have a pair. By showing each 
individual customer boudoir slippers, | find the 
number of sales can be greatly increased. 

—Jack Sealla, 
c/o Wise Shoe Co., New York City. 
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TO RETAIL AT 
oi 
IN STOCK 


Today the demand is 
for popular priced eve- 
ning Shoes. Get this 
EXTRA BUSINESS 
with these four  out- 
standing values. 
Quality—Fit—Style. 
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No. 4900—White, dyeable 
crinkle Faille, silver trim. 
A to C, $1.40. 
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No. 4908—All over white, 
dyeable crinkle Faille. A 
to C, $1.40. No. 4909— 
Same as above in black. 
A to C, $1.40. 














No. 4902—White, dyeable 
crinkle Faille, silver kid 
C, $1.40. 
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No. 4910—White, dyeable 
crinkle Faille, silver kid 
trim. A to C, 40. 
No. 4911—As above in 
black. A to C, $1.40. 








| Terms: 2 per cent—30 days. 


ROGERS BROS. 
SHOE CO. 
+) 


59 LINCOLN ST. BOSTON, MASS. [+ 
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WHERE TO BUY 
Men’s Shoes 


“Tlettleton 


Shoes Now Retail $8.50 Up. 


A. E. NETTLETON CO. 
HB. W. COOK, President 
Syracuse, N. Y. 




















FOR WOMEN 


THE JOHN EBBERTS SHOE CO., Inc. 
Buffalo, N. Y. 


Both lines carried in stock. 


FOR MEN 
J. P. SMITH SHOE CO. 
Chicago, Ill. 
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HIGHEST GRADE ONLY” 


\ 
} EAST WEYMOUTH, MASS. U.S.A. 
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OLD COLONY SHOE CO 
MASS. to HI "ir. 
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THIS WINDOW SELLS 23,000 PAIRS OF HOSE 


New YorkK—A window that did sell 
$2,600 worth of women’s stockings in 
one day and over 23,000 pairs in 10 
days may be safely classed as a A No. 1 
trim. That is the record of the above 
display, which appeared in the window 
of “Rolands”, a specialty shop located 
at 11 West 34th St., last Christmas. 
This location has a tremendous daily 
flow of foot traffic, it being clocked as 
high as 25,000 persons per hour, dur- 
ing the noon peak. 

The stockings were a 45 guage Chif- 








fon priced at 59c, with gift boxes given 
with 3 pairs for $1.75. 

All credit for the display idea goes to 
A. H. de Mendoza, display man for Po- 
lands, who not only created the design 
but did the construction. The case was 
built slanting towards the street, 
making a striking display of leg forms, 
and of the individual cases. All the 
boxes were painted a glossy white, the 
long sections red, while the right side, 
base and the background to the leg 
forms was a glossy black. 








Moves Worcester Branch 


Worcester, Mass.—The branch of- 
fice of the United Shoe Machinery Cor- 
poration, located in Marlboro for sev- 
eral years, has been moved to its new 
location at 71 Mechanic Street, this 
city. The transfer, now complete, 
resulted in about 60 persons making 
their headquarters in Worchester. 
Ralph N. Roberts, division manager, 
stated that the sales and service work 
of the company from Keene, N. H., to 
Hartford, Conn., and from Natick, 
Mass., to North Adams, Mass., as well 
as Rhode Island, come under the admin- 
istration of the Worcester office. Asso- 
ciated with Mr. Roberts as assistant 
manager is C. B. Cushman. 





Gets Lockwedge Franchise 


CoLumBus, 0.—The F. & R. Lazarus 
& Co. has been named exclusive Col- 
umbus distributor for the Lockwedge 
line of corrective shoes designed by Dr. 
W. L. Locke of Williamsburg, Ontario, 
and manufactured by the Julian & 
Kokenge Co. of Columbus. 





Buys Department Store Control 


SACRAMENTO, CALIF.—Etta Cohen has 
purchased all the interest of I. Kubel 
in the Greater Sacramento Store, 2912 
85th St. This is a dry goods store with 
a shoe department. 
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FOR RAPID SERVICE 


To give faster service on all shoe lace 
orders we now distribute to the trade 
through ‘our selling agents, the United 
Shoe Machinery Corporation. 


We manufacture a complete line of 
glazed, soft-finished, rayon, and mercerized 
laces, and branch offices located in every 
important shoemaking center Carry repre- 


sentative stocks. 


By communicating your lace needs to 
the nearest branch office your order is 
assured immediate attention. Special atten- 


tion is given to all emergency orders. 


SHOE LACE COMPANY 


(Successor to Joslin Manufacturing Co., Established 1865) 


LAWRENCE, MASS. 


SELLING AGENT 


UNITED SHOE MACHINERY CORP., BOSTON, MASS. 








When writing advertisers please mention Boot and Shoe Recorder 














WHERE TO BUY 
Spats 


TS 
BOND STREET 





izes and correct 
by time in 
in The Sat 
urdey Boning “Post 
Strong me 
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Immediate delivery 


belpe—attractive packages. 
dtock. Write teday for samples to 
THE WILLIAMS MFG. COMPANY 
Portsmouth, Ohie, U. &. A. 
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WHERE TO BUY 


Men’s and Women’s 
Slippers 


8 Oe 8 








Men’s Hand Turned Slippers 
ROMEOS EVERITS OPERAS 
ALL LEATHERS $1.45 AND UP 

GOLDEN BROWN KID—IN STOCK 


ROTH SHOE COMPANY 
MANUFACTURERS 
50 N. FOURTH 8T. PHILADELPHIA 














Men’s Full Leather 
Lined Genuine 
Hand Turned 
Slippers 
$1.35 
Black, Tan. 








Tan Everetts 
on 30 FF last § 





Ww. 8. CHASE & SONS, INC., 
HAVERHILL, MASS. 
In Steck Men’s Full Leather Lined 
Handturned Slippers 


Priced from $1.60 


Kid Pullman Slippers 
colors and Black with 


Snap Pocket $1.25 
Zipper Pocket $1.50 


RAM hE RMTS 
C. C. Skaates With Miller-Jones 


CoLtumBus, O.—Claude C. Skaates, 
for the past year a member of the 
Advertising Staff of The H. C. God- 
man Company and a former Account 
Executive of Mumm-Romer-Jaycox, 
Inc., has been made Advertising and 
Sales Promotion Manager of the Miller- 
Jones Company with headquarters in 
Columbus, Ohio. 

Miller-Jones Company own and 
operate a chain of ‘retail shoe stores 
throughout the Middle West. 
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Comfort and Beauty Store Keynote 














During the past two months since 
his fine new store has been open, W. E. 
Newbold has been in receipt of many 
congratulatory messages, both verbal 
and written. Not only has he been 
showered with praise upon the beauty 
and taste displayed in the furnishings 
of The Bootery, but in the excellent 
selection of shoes, hose and bags as- 
sembled. 

Now that the business is well under 
way, with the excitement of opening 
in the immediate past, the need for 
such an institution in Cincinnati as 
Mr. Newbold has evo!ved is apparent. 





W. E. NEWBOLD 


The site selected right in the center 
of the retail shopping district at 450 
Race Street in the magnificent new 
Netherlands Plaza hotel has proved to 
be an ideal one for an exclusive high 
grade women’s shoe store. 

With its upholstered French furni- 
ture, French illumination, long mirrors 
and deep piled rugs the Bootery resem- 
bles a stately French drawing room. 





Smoking sets conveniently at one’s 





















elbow and the soft glow of lamps add 
to the comfort and beauty of the in- 
terior. The rough plastered walls are 
deep cream, the rugs tan and the notes 
of color in the room come from the 
pale greens, rose, dull blue and 
burgundy of the upholstery. 

Here and there about the room were 
tabourettes and small pedestals hold- 
ing dainty opera pumps, afternoon foot 
apparel or smart walking shoes. 

In fact, the restful atmosphere of 
the Bootery as well as the type of 
merchandise offered appeals to women 
of taste and discrimination and Cin- 
cinnati women have shown their ap- 
preciation by the number of their 
purchases. Newbold is highly grati- 
fied at the amount of business done 
during the first few months since the 
opening, it being far greater than he 
had anticipated. 

The outstanding styles and quality 
of goods offered have been accepted 
and no criticism whatever of prices 
heard—the price seldom being asked 
until the purchase is made. Prices 
range from $7.50 for shoes to $12.50; 
hose 85c to $1.85 and bags from $5 
to $7.50. 

Newbold has been connected with 
one of the leading downtown stores in 
the better shoes department since com- 
ing to Cincinnati twelve years ago. In 
fact his whole business career has been 
in the selling of the finest grade of 
shoes. Before coming to this city he 
was with Byck Bros. Co, Louisville, 
Ky., in their better shoes department 
for a number of years. 


Changes Store Policy 


Kansas City, Mo.—J. E. Biles, who 
has been operating the Emerson Shoe 
Store at 918 Walnut Street for the past 
year, is selling out the Emerson stock 
and will continue at this location under 
the name of J. E. Biles. Mr. Biles has 
been in the shoe business in Kansas 
City for the past thirty years. 
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as the 
Cadets ina 
crack company 


at WEST POINT / 


Hand-spooled heels are out of step with 
up-to-date shoemaking. 


They lack the uniformity of line and shape 
which machine-spooled heels guarantee. 


MEARS machine-spooled heels eliminate 
variation in sizes and shapes of tops. 


Individually or in volume, each MEARS 
heel is a faithful copy of its original. 


For good shoemaking specify MEARS 
machine-spooled heels — in any desired 
shape. 








FRED W. MEARS HEEL COMPANY, Inc. 


Auburn, Me. Columbus, O. St. Louis, Mo. 


Conway, N. H. Auburn, N. Y. Salem Depot, N. H. 
Affiliated Company, Fellows Wood Heel Co., Brentwood, N. H. 


WOOD HEELS 








The. weddeme- te MEARS TOPS OTHER TOPS 


your protection in 


buying wood heels. Mechanically spooled Hand spooled 
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WHERE TO BUY 


Shoe Forms 


| Zee 
FOR SHOES AND HOSIERY 


made from white, 
transparent or colored 


FAIR YLITE 
Shee Form Co. Ine., Auburn,N.Y. 


WHERE TO BUY 


Women’s Shoes 



















Internationally recognized as the acme of 











utility shoes. 
A product of 
SHAFT-PIERCE SHOE CO., Faribault, Minn. 
¢¢ 666460606608 


for All Occasions” 
saat GENUINE HAND 


~ TURNS 


Ne. 2102 
PAT. LEA. 
REGENT 






(), Bhs Ie he 


HeViiss 6 
“ONE GOOD TURN seins *ANOTHER” 


6646460606060606006060600000068 





Color Chart Issued for Spring 


The new Spring Vici Color Chart 
showing the important color trends in 
silks and woolens, together with the cor- 
rect shoe shades, is being distributed to 
the trade. 

This chart, now in its sixteenth edi- 
tion, is issued each season to the lead- 
ing retailers throughout the country as 
_a guide to buying and a sales aid. 
Many important shoe men style their 
lines in accordance with the recommen- 
dations of this outstanding reference 
book. 

Once again, for the eighth successive 
year, the chart has been cooperatively 


One of the highlights in the fashion promen- 
ade at the style conference of the National 
Boot and Shoe Manufacturers Association was 
the novel kid pop-up cigarette case. This 


compiled by the outstanding manufac- 
turers in the textile, silk and leather 
fields. Robert H. Foerderer, Inc., have 
found the surest way of offering correct 
shoe colors to the trade is to dye them 
with reference to the recommendations 
of the ieading American textile stylists, 
Cheney Brothers and Julius Forstmann 
Corporation. 

Users of this chart have the advan- 
tage of knowing in advance of each sea- 
son the quality merchandise to be pro- 
moted by the leaders in the domestic 
fields of fabrics and kid leather. 

In view of the continued uncertainty 
in business, Vici, this season, recom- 
mends only two safe merchandising 
policies—one to promote the dark ac- 
cessory through the use of the staple 
black, brown or blue shoe, the other for 
high style, in the sale of the neutral, 
lighter colors of beige or grey. 





Come to Think of It 


Shaggy suede styles smoke up from 
those “Nature in the Raw” ads, do 
they not? 

“Doug” Fairbanks, going native in 
South Sea Isles, wears boots with 
shaggy collars. Does that start any- 
thing? 

Cheery little trotters like to wear 
wood heels so as to hear themselves 
walk. What a clatter on hard froze 
pavements! 

Bellows tongues on new oxfords— 





bellow leather comes from the bellow 
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EXTRA SALE PROPOSITION FOR SUMMER 





pop-up cigarette case is a very snooty gadget 
and is made out of the same white kid as 
the shoes with which it is shown. 





with which the old folks blew up the 
fire. 

1400 perforations punched in one 
shoe—1500 reported—and 1000 com- 
mon; styling the air! 

106 hr. to make 100 pairs by machine 
against 1831 hr. by hand—so U. S. 
Census Bureau reports. What’s the 
sales time? 





Boston Brevities 


At Filene’s—“and so to bed” slippers, 
also pajamas—a celebrated Mr. Pepys 
style, for the slippers at least. 

At C. Crawford Hollidge’s—green 
and gold sandals and slippers to be 
worn with the new long green frocks. 

At White’s—slippers for men, also, 
with them house jackets, lounging robes, 
smoking sets, etc., etc., for the goods 
that tempt the gentleman to stay by his 
own fireside. 

.At North station (New England 
Council display) gay ski clothes, ski 
boots and ski kit—Snow Train to be 
announced just as soon as snow falls. 








ASKED AND RECEIVED 


LYNN, MASS.—Dr. Haywood, of the Wel- 
fare board, asked for a pair of No. 7% shoes, 
for an unemployed man for whom he had 
found work, and within 24 hours, 22 pairs 
came to him. 
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Perpetual Inventory Assures an Increased Profit 
...and Lowers Your Insurance Cost... 


Recorder Stock Record Cards Supply a Perpetual Inventory 


SMe ee RR Ss 


Sostuhe eee 
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: 
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Helps you to “buy 
as you sell” —to 
— hapen 4 o- 

oe aying its 
way with a profit, 
to go light on slow 
movers, to re-size 
frequently on 
wanted styles and 

sizes. 


Do Business More Efficiently by Installing the Recorder Stock Record Card System 


MERCHANTS SERVICE DEP ERTMSWE 


HERE IS THE DIFFERENCE IN THE BOOT AND SHOE RECORDE 


MERCHANDISING METHODS OF TWO MERCHANTS: Chicago, Illinois 
The first took inventory only once a year. He was never sure about the value me cand me samples end prices of your 


of his stock, and so paid the’ board rate for his insurance. Stack and Dally Seles Cord 
The second merchant, through his perpetual inventory knew the approximate 

value of his stock at all times. His insurance policies carry the 90% co-insurance 

clause which, in his case, means a saving of 20% of his insurance costs. 
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WHERE TO BUY 


Dancing Shoes and Taps 















TAP SLIPPERS IN STOCK 
One straps or Ties—Patent 
x izes 2% 


FREEMAN 
THOMPSON SHOE 
COMPANY 
St. Paul, Minnesota 








TAP DANCING 
THEO SLIPPER 
Steck Ne. 1210 
Patent Leather 
For Growing Girls 


D Widthe—Sizes 8 te 7 
Price $1.25 


BLOG SHOE CO., INC. 
147 Duane 8t., New York City 








TAP SLIPPERS 
IN-STOCK 
Black Kid One Stren 


Patent Leather ay = 
Strap 1.65 
Ribbon ties 5c. extra, 
BROOKS SHOE are. 68. 
Swanson & Ritner 
Ph iladelphia. 
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WHERE TO BUY 


Children’s Footwear 


OO OO 











SPORTINBAK 


FLEXIBLE 
ANKLE SUPPORT 
SHOE 
* 


Assures correct ankle posture by 
@ new, patented construction ap- 
proved by orthopedic specialists 
and parents. 

SEND FOR SAMPLES 


IN-STOCK 








EPHRATA SHOE CO. Inc. 
EPHRATA, 























Wilson & Wilson to Continue 


BENICIA, CALIF. — Roland F. Wilson 
and Mary F. Wilson have formed a co- 
partnership under the name of Wilson 
& Wilson and will continue in the retail 
shoe business here. 





Sherrington Talks Quality 


PoRTSMOUTH, O.—Richard Sherring- 
ton, advertising manager of the Selby 
Shoe Co., in a talk before a group of 
merchants recently, declared that the 
price hysteria which has been going 
over the country has brought about a 
bad business condition which must be 
overcome. He said that distress mer- 
chandise which furnished such marvel- 
cus bargains in 1930 and 1931 is gone. 
The manufacturer who is producing 
merchandise to meet prices which cer- 
tain stores want, is first of all, figuring 
a profit for himself. He no longer has 
his warehouses full of quality merchan- 
dise that needs be sacrificed—he no 
longer has inventories that need be 
liquidated—he has his house in order 
and he is going to make a profit if that 
is possible. 

The speaker urged buyers and store 
heads to be very careful of their pur- 
chases and to use the same exacting 
standards that he would use in pur- 
chasing for his home. 

Furthermore, Mr. Sherrington de- 
clared that the sale of cheap merchan- 
dise of poor quality not only destroys 
the prospect of repeat orders, which 
every store needs, but also kills profit. 
It multiplies the difficulties of manufac- 
turers, depresses wages and increases 
bankruptcies. The manufacturers of 
quality merchandise are the ones which 





are developing skilled labor, that pay 
sufficient wages to provide employees 
reasonable purchasing power and aid 
in overcoming the depression. 

L. M. Doty, salesmanager of the 
Selby Shoe Co., Portsmouth, Ohio, and 
A. H. TePas in the styling department 
have returned from a business trip to 
New York and other eastern points. 





Corrective Shoe Stores Combine 


KANSAS City, Mo.—The retail stores 
of the Cantilever and Ground Gripper 
Shoe Companies here have been com- 
bined in the location of the Cantilever 
store, in the Altman building. 

J. W. Showalter opened the first Can- 
tilever retail store in Kansas City in 
1922. From that time until his retire- 
ment as vice president of the company 
in June, 1932, the retail stores num- 
bered thirty-three, being located in that 
many cities in the United States. 

When Mr. Showalter resigned and 
disposed of his interest in the company 
he decided to return to Kansas City 
and center his energies here. His first 
move in this direction was to acquire 
the exclusive agency for the Ground 
Gripper and Cantilever shoes and to 
combine the shops in one central loca- 
tion. Newspaper advertising features 
both makes of shoes with Mr. Sho- 
walter’s name also appearing. 








The store I have in mind is an exclu- 
sive, popular priced ladies’ shoe store— 
simplified for more efficient service, 
with style and price concentration on 
the fewest possible numbers necessary 
to make that sale. How? 

I'll try to explain. First: The price 
ranges ($4.75 & $5.00), ($5.75 & $6.00), 
and ($6.75)—three distinct price 
ranges—yet five different prices. Why? 
Because more efficient selling is possi- 
ble for the reason that a lot of lost 
motion is eliminated in supplying the 
customer’s wants. Here’s how: 

The $4.75 group should be a style 
line in its entirety. The $5.00 group, 
a well-known arch feature line. So 
when a prospective customer picks a 
shoe out of your window and expresses 
her desire to the salesman, the minute 
she says, “I want to try that $5.00 shoe 
in your window,” you know she means 
an arch shoe; or if she asks for the 
$4.75 shoe, you know she means a style 
shoe. That eliminates the necessity for 
many questions that often antagonize 
a customer, also enabling the salesman 
to get down to the fundamentals of 
selling and fitting in the shortest possi- 
ble time. 

The same principle applies to the $5.75 
& $6.00 groups. However, in the $6.75 
group, I would include both style and 
arch shoes because few customers will 
ask to see the $6.75 shoes in a store of 
this kind. These will have to be shown 





and sold by suggestion on the merits of 





THE STORE | HOPE TO HAVE SOME DAY 
By A Shoe Salesman 


their exclusive style and fitting quali- 
ties in the case of the style shoes, and 
on the merits of exclusive arch fea- 
tures such as a strong main arch and 
a metatarsal feature, and also narrow 
heel fitting in the conservative line. 

I would feature all sport shoes in the 
$4.75 & $5.75 groups, concentrating on 
the $4.75 group with the exception of 
a few exclusive numbers. Sport shoes 
still belong in that extra pair category 
and milady does not want to spend 
more than is necessary for them. 

The evening slipper, like the sport 
shoe, is again an extra pair for the 
average woman and requires unusual 
style appeal to justify selling above the 
$4.75-$5.75 range. 

All these shoes can be bought from 
about five or six different manufactur- 
ers. Buying from too many sources in- 
vites two evils, viz.: Overlapping of 
styles and patterns, and a tendency to 
weaken your credit. 

Experience tells me that more sales 
are lost from lack of sizes than for any 
other reason. herefore, I would keep 
a very complete range of the wanted 
sizes in the conservative and plainer 
style-lines at all times except during 
the special sale periods. 

I have always felt that a shoe store 
should give its customers one brand 
new style once each month. It doesn’t 
necessarily have to be a hazardous 
style—but different. What do you 
think? 
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A School of Shoe Experience 


Merchants Who Attend N.S. R. A. Conven- 
tion Will Learn From Successful Shoe Men 


“T : 
here won't be any independent 
retailers in a few years more. The ‘chains’ will have 
all of it.’ Within ten minutes after a shoe retailer 
had made this statement a man came in, sat down and 
asked to be fitted with another pair of shoes like the 
ones he was wearing. He was all set to buy—wanted 
to buy. He needed an 8% D, but the merchant could 
not fit him in the shoe he was wearing. 

The prospective customer asked the merchant if he 
had anything similar, adding, “I dont care if it isn’t 
exactly like this one,” but 8’s % D in that type of 
shoe (and it was not an unusual type) were scarce. 
The customer was disappointed and the sale was lost. 

On the same day, in the same town, which has a 
population of approximately 50,000 people, another 
independent merchant in discussing his business said, 
“In unit sales we are ahead of last year. In only one 
month have we sold fewer pairs than we sold during 
the corresponding month of last year and that was 
due to weather conditions. In dollar volume we are 
not up to last year’s figures because shoes are cheaper, 
but so long as we are serving as many or more people, 
we know our methods are right and our service pleas- 
ing to our people.” ; 

The first merchant had plenty of shoes on his shelves. 
He had remarked earlier in the conversation that his 
stock was entirely too large for the volume of busi- 
ness he was doing, but he had allowed his stock to 
become unbalanced. Because business was not so 
good he had neglected to keep sized up on “wanted” 
merchandise and had allowed other merchandise to 
accumulate which was absorbing his capital. 

The second merchant maintained a perpetual inven- 
tory and a simple but apparently an efficient system 
of stock control. He said he had confined his buying 
almost entirely to “middle sizes” and eliminated a lot 
of useless prices and some lines that had proven 
unprofitable. 

Here is another difference in the merchandising 
methods of these two merchants: The first merchant 
took inventory only once a year. He was never sure 
about the value of his stock and so paid the board rate 
for his insurance. 

The second merchant, through his perpetual inven- 
tory, knew the approximate value of his stock at all 
times. His insurance policies carry the 90% co- 
insurance clause which, in his case, means a saving of 
20% of his insurance costs. 


There is a mighty host of retail shoe merchants in 
this country in no way connected with any chain 
organization who are doing an excellent job of mer- 
chandising and who are operating stores that have the 
confidence and esteem of the people of their respective 
communities. Many of these “stores” are in fact 
shoe departments in department stores, women’s 
apparel stores and men’s clothing stores, but wher- 
ever located, or however situated, the owners are 
always alert, and seeking ways and means by which 
they can still better serve their customers. 

After all is said and done, the consuming public is 
not particularly interested in who owns a store, 
whether it is privately owned by local people or 
whether it is a unit of a chain organization with head- 
quarters in some distant city. They are vitally inter- 
ested, however, in the ability of that store to meet their 
needs and demands as they wish them to be met. 


-_ forward-looking, 


progressive distributors of footwear have “got that 
way” by profiting by the experience of others; by 
mingling with merchants, manufacturers and other 
members of the shoe and allied industries from whom 
they obtain constructive, forward-looking ideas upon 
which to build. 

These are the men you will meet at the noon-day 
luncheons, at the style conferences, at the “merchan- 
dising clinics” and in the display rooms of manu- 
facturers at the twenty-second annual convention of 
the National Shoe Retailers’ Association to be held at 
the Palmer House, Chicago, January 9, 10 and 11, 
1933. 


“Let’s Go Forward” 


These progressive, upstanding merchants create 
the policies and, with the assistance of leaders of other 
branches of the industry, build and conduct the annual 
conventions of the association. With indications 
pointing toward an upward trend in business gener- 
ally, these forward-looking, forward-thinking mer- 
chants have chosen “Let’s Go Forward” as the slogan 
for the 1933 convention, and around this are building 
a program that no forward-looking shoeman can 
afford to miss. 

The dates—January 9, 10 and 11, 1933. 
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Honig Takes Important Post 


Dan A. Honig, who has been asso- 
ciated with Craddock-Terry Company 
McElroy-Sloan branch at St. Louis for 
many years, will give up his work in 
the Purchasing Department and will 
act as a special representative to the 
large accounts throughout the Central 
and Southwest territories, devoting his 
time to establishing agencies on the 
nationally advertised lines of Natural 
Bridge shoes for women and Billiken 
shoes for Misses’ and Children. 


Dan is well known throughout the |’ 


entire territory and has a host of 
friends who will be glad to know that 
they are to have the pleasure of greet- 
ing him personally in the future. 





Coast Travelers Elect 


Officers and directors to serve during 
1933 were elected at a recent meeting 
of the Pacific Coast Shoe Travelers’ 
Association, held in the association 
headquarters in San Francisco. George 
D. Harron was elected president and, 
to serve with him, the following of- 
ficers: 

First vice president, Walter E. Blatt; 
second vice president, Jack Federspiel; 
secretary-treasurer, Sol Peiser; and di- 
rectors, Solly Schweitzer, L. F. Good- 
man, R. R. Pew and Saul Berner. 





Makes New Connection 


Lou Asterbloom, who for 14 years 
has been associated with and traveled 
East with H. Jacob & Sons, Inc., of 
Brooklyn, N. Y., has joined the sales 
force of Fein & Glass, Reading, Pa. 

In conjunction with this line he will 
represent the compo beach sandals made 
by S. Goldberg of Hackensack in East- 
ern territory. 


Shoe Men Making New 
Orleans 


The Roosevelt looked like old times 
last week. Each of the following fac- 
tory representatives reported good busi- 
ness: Harry Hunter of Capitol Shoe- 
makers; Jim King, the United Shoe 
Manufacturing Co.; Frank Quarles, 
Manning Shoe Co.; Mr. Lewis, Moulton- 
Bartley Co., and Rand Nathan and Mr. 
Silver of I. Miller Co. 








Frank Perry Busy 

Frank J. A. Perry, of Walden & 
Perry Inc., of Lynn, is on a trip through 
the Middle West with a hundred and one 
vanities, also, with the new P. & W. 
line of health arch shoes. Returning 
East, Mr. Perry will attend the style 
show, and then start off on a trip to the 
Pacific Coast. 





Harry E. Whetmore Resigns 


Harry E. Whetmore, for 82 years as- 
sociated with the D. Armstrong Com- 


_ i mpeeerneee rican mn 





pany, Rochester, N. Y., and for 18 
years vice president and manager, has 
resigned, it was announced this week. 
He formerly was associated with the 
J. W. Jenkins Shoe Company. 





With Marshall, Meadows & 
Stewart 


Robert Emmett has succeeded Wil- 
liam J. Keefe, who resigned from the 
sales staff of Marshall, Meadows and 
Stewart, Auburn manufacturers. Em- 
mett formerly was associated with the 
Watson Shoe Company of Stoughton, 
Mass. 





Controls Business Property 


BostoN—The recent purchase of the 
building at 44-46 South St., by Richard 
Young, head of the Richard Young Co., 
gives him ownership of the entire block 
of property on South Street from Essex 
to Waverly Place. This property is 
being improved and leased to prominent 
members of the shoe and leather in- 
dustry. 


caieameinen aa 
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Hide Exchange Elects Members 


New YorkK—Roland H. Zinn, Vice- 
President of the United States Leather 
Co., also Sully Coles Pecot of Fenner, 
Beane & Ungerleider, and Paul Linz 
of Carl Loeb & Co., prominent Wall 
Street Commission houses were elected 
to membership in the New York Hide 
Exchange. 








Shoe Firm Expands 


NASHUA, N. H. — LaSalle Shoe Co. 
has leased space in Nashua Mfg. Co. 
mills, and will increase its output of 
women’s popular price shoes from 4500 
to 7000 pairs daily, after moving into 
it from the Gardiner & Beardsell fac- 
tory in which it started a year ago. 





Opens in Canton 


CANTON, O. — George G. Spanagel, 
who has operated the Spanagel Leather 
store here for the past 21 years, has 
opened a retail shoe store at 128 Tus- 
carawas St., with Howard Shaffer as 
his assistant manager. 











SIX THOUSAND KIDS COME TO A PARTY 





W. Hoy! Gill, representing the Cen- 
tral Shoe Company covering Eastern 
Tennessee and Western North Carolina 
for the past thirteen years, with head- 
quarters at St. James Hotel, Knoxville, 
Tennessee, where he maintains a per- 
manent showroom, has led the field staff 
of his concern in sales for the past four 
years. 

Although only in his early thirties, 
Mr. Gill has inducted several new and 
original sales ideas into his business 
program. As an instance of his pro- 
gressive methods, he has an original 
follow-up system, which has resulted in 
one-third of his entire business being 
Mail Order stuff. 

Although handling all lines, he spe- 





cializes in Robin Hood shoes for chil- 
dren and in the past year has averaged 
once a month a sales promotion pro- 
gram, such as that recently held in 
Chattanooga, Tenn. In that city his 
representative, Miller Bros., gave out 
thousands of tickets to a show of 
Douglas Fairbanks, in Robin Hood, held 
in the Chattanooga Auditorium, and at- 
tended by six thousand children. Each 
child received a gift and several grand 
prizes were given away. 

Mr. Gill covers his territory with a 
colored packer, who also acts as chauf- 
feur, in uniform, with name of his con- 
cern on back of coat and front of cap. 
When he hits a town, kids follow him 





throughout streets. 
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Courtesy Brings Customers Back 


[CONTINUED FROM PAGE 32] 


annoyance has had a chance to start in. 
She is our guest and we are here to 
serve her courteously.” 

When complaints do arise these are 
taken care of in the department. Dis- 
pleased customers are never sent to an 
adjustment bureau where they may be- 
come still more disgruntled and up- 
set. Wisdom in adjusting complaints 
has turned many a knocker into an 
ardent booster. The result of this at- 
titude toward his public has built up 
a steadily increasing list of repeat cus- 
tomers. Names are kept in files to- 
gether with number, size last and other 
necessary information. From time to 
time letters are sent out to those on 
the mailing lists announcing something 
of importance in the department fea- 
turing the special make of shoes they 
are interested in. As a result a large 
telephone trade has been developed. 
For example as a result of a recent 
direct mail announcement of Red Cross 
shoes, 1264 pair of these were sold in 
two days, many orders being received 
over the telephone. 

Much depends on the sales force in 
building up a department like this, Mr. 
Sachs points out. Men and women on 
the floor must be depended upon. How- 
ever fine his own ideals may be they 
are useless without the co-operation of 
the sales force. Weekly meetings are 
held at which items of interest are 
discussed and the sales people are cor- 
dially invited to submit suggestions 
many of which have been carried out 
with success. 

These talks include not only specific 
directions but general corrections 
which take the place of too much per- 
sonal reproof. Reprimands are never 
allowed to be given on the floor. 
Nothing embarrasses a purchaser more 
than to hear a clerk bawled out for 
some error by a superior. Besides such 
an occurrence may upset a clerk’s ef- 
ficiency for all day. Sales people must 
be loyal and enthusiastic if a depart- 
ment is to be a success, and wisdom in 
pointing out their mistakes is one way 
to secure this attitude of mind. These 
weekly meetings also offer an oppor- 
tunity for encouragement. During the 
past two years we have all needed a 
lot of encouragement, and part of the 
duty and privilege of a superior is 
to help his subordinates keep up their 
morale. This, however, is not just 
windy optimism. Definite facts are 
always given to support the truth of 
the statements made. 

All clerks are constantly urged to 
build up their own call trade, by cor- 
dially inviting customers to ask for 
the special clerk upon her’ return to 
the store. At a meeting held early 
in the Summer, sales people were 
urged to canvass the institutions in 
their vicinities for“new customers. 
Many followed the suggestion, Mr. 





Sachs reports, with an _ increased 
patronage brought in by this campaign. 
Moreover, any clerk is at liberty to 
take a day off at any time (on pay) 
to go out to develop trade by direct 
calling. 

Correct fitting is of vital importance 
in a department of this kind. All 
clerks employed here have had at least 
ten years experience, Mr. Sachs says. 
They are urged to use the X-ray 
machine and to take unlimited time in 
fitting a customer. In cases where 
there is any doubt they are advised to 
have the fitting supervised. 

One of the most valuable assets in 
business is enthusiasm. It is abso- 
lutely necessary in order to ride the 
present-day breakers. Of this Mr. 
Sachs has an unlimited store. He is 
vitally interested in his store, in his 
merchandise, in his public and in his 
sales force. His business is his pride 
and joy. 

“This business is my whole life,” as 
he puts it. 





Shoe Department Wins Interest 
[CONTINUED FROM PAGE 34] 


and a very good day in the shoe depart- 
ment. The store was so busy that we 
are out of advertising matter and the 
souvenirs given to children who pur- 
chase shoes.” 

To make the department more natural 
and attractive, the Conservation De- 
partment of Louisiana loaned to the 
store a number of stuffed birds to- 
gether with some small squirrels which 
were placed in the trees. 

In addition to the department which 
caused such widespread interest, Feible- 
man’s devoted one of their Canal Street 
windows to a complete display of Robin 
Hood shoes shown against a background 
depicting a section of Sherwood Forest. 
The display was built to occupy the 
full five feet of the window and was 
responsible in causing great crowds to 
gather in front of this huge display. 

This new treatment of shoe depart- 
ments in dramatizing events. of fable 
and fame is becoming to be generally 
accepted as a definite motif in introduc- 
ing new selling methods into the dis- 
tribution of children’s shoes. The in- 
terest of the child is being recognized 
as an important development in the sale 
of a pair of shoes. 

Increase in store traffic is the prin- 
cipal value of these new sections. Some 
managers, where these new depart- 
ments have been installed, have stated 
they believed it was possible to grade 
up their lines because of the increased 
customer patronage resulting from an 
innovation of this kind, 

Robin Hood shoes are featured in the 
department. 
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Build Your Clearance Sale 
Around an Idea 
[CONTINUED FROM PAGE 20] 





(Teaser Ad Copy) 


Through every shelf within our store 
Our Discount Squad deploy, 

Blue pencils flashing, 

Prices slashing, 

No shoes escape these boys! 


(See tomorrow’s paper) 








(Teaser Ad Copy) 


Before our sturdy Discount Squad 
Prices go tumbling down, 

They’re slashing right, 

They’re slashing left, 

For a sale to rouse the town! 


(See tomorrow’s paper) 








(Follow-up Ad Copy) 


Customers are marching in 
And marching out with shoes, 
Our Discount Squad’s 
Made savings great 
No matter what you choose. 








(Follow-up Ad Copy) 


Through every box within our store 
Our Discount Squad’s been working. 
When you stop in, you’ll quickly see, 
That there has been no shirking. 


Within the space we have here 
We can only tell you some 

Of the good news about our shoes 
As add, “Be sure to come!” 





Put Selling Appeal in 
Your Windows 


[CONTINUED FROM PAGE 26] 


Good lighting is an extremely important 
element in such a display. 

The important thing to remember in 
planning next month’s sale windows, is 
to make them interesting and attractive 
for their own sake and put into them 
some other sales appeal than price 
alone. Price is important, of course, 
in every clearance sale and should be 
played up prominently. But it should 
be reinforced by planning of windows 
that are attractive for their own sake 
and that offer a really constructive 
argument to induce customers to buy. 





W. W. Ticknor Starts 


SAN FRANCISCO, CALIF.—W. W. Tick- 
nor has opened a shoe and hosiery store 
at 229 3rd Ave. 
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The Finest Show Card 


> DECEMBER 








—the most colorful 
—best shoe selling 


Window Display Cards! 


Did you look at your windows this morning? If you were the 
prospective customer, would they “sell” you? 


Too many trims are given over to selling some manufacturer’s 
line or brand. Are yours? 


RECORDER window display cards are created each month to 
build “good-will” for you, your store, and to sell merchandise. 


They are colorful, artistic, pleasing to the eye, typical of the 
seasonal atmosphere of the month, thus giving the trim a bright 
fresh appearance. To sell something, you must say some- 
thing. RECORDER cards do this for you and your store. They 
are your first “interview” with your propective customer, tell- 
ing him or her that you have good merchandise, at fair prices, 


with courteous service. 


Recorder Display Cards will double the value of your windows, 
and windows are said to be worth 80% of the rent! 


Samples will be sent on request 


Sizes:— 
7” x 12” 
elcch, sak 8" x 14” 
oa 


Wer 


gehen x 3 eon 


Light pet board with fine white di- 
agonal lines; design in red, gold, and 
white; text in black. 


DECEMBER CARDS 
Complete Texts 
sent on request: 


4 cards—Women’s Shoes 

3 cards—Men’s Shoes 

1 card—Children’s Shoes 

1 card—Hosiery 

5 cards—With general Christmas 

selling messages. 

Single cards—60c. each 
Without text—35c. each 


Special Introductory Service 
3 cards, with 50 blank tickets 
without card holders at $1.50 
per month 
& On Annual Contract—Two 
Holders Supplied 








PRICE TICKETS—Rich Assortment—Always In-Stock 


Attractive, 




















Colorful 
Hand-Lettered 
Price Tickets 
In all denominations 
and blanks 
> Ree 8-Way twe 

Purple with 


tone, 
edge or aT with ” fees 
edge, on white. 


6 dozen, $1.25 

12 dozen, $2.00 
All other price tickets {llus- 
trated are in two or more 
colors, 


6 dozen, 85 
12 dozen, $1.60 


J—Adjustable clips for price 
tickets. 3s 
gross, e 
4 gross, $i:30 
K—Shoe Carton — 
$i-35 per 
25 per 1000 
MANY OTHER 
hee TICKETS 
IN STOCK 
gta: Profit Charts Daily 
k Record, and Financia} 
po Systems. Ask fer 
Samples. 
Cheek mene Order= 
For odd price Png denom- 


inations not stock and 
hand lettered, Tne per dosen 
additional. 











ie eet Bart, petit be: eae nome Gaile of (24 doz.) price tickets; clips or carton tickets. 








When writing advertisers esa mention Boot and Shoe Recorder 
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Service in America! 


Ne Sad 





* 


HOLDERS— 


Oval base—burnished gold— 
3 color trim 


Harmonize with the finest of 
window display fixtures. 


and 

Comfortable, 
~its sensible 
economy to buy 


aking Shoe. 


Annual Display Card 
Service includes: 


"Store Window Bulletin,” sup- 
plies merchandising and dis- 
play suggestions each month. 
Special Cards, with wording as 
wanted. 

Exchange of Cards: Annual 
card service subscribers may exchange any cards received for others 
of the current month whose texts better cover their merchandising 


program. 
Price Tickets: Blank tickets matching the current month’s cards, supplied free; neat tickets with prices as 
wanted, but which do not match the show cards, also supplied annual card subscribers free; tickets with prices as 
wanted which match the cards are 50c per 100 additional. 
Exclusive Franchise is given with annual card service to one merchant in an average size town, suburb or city 
shopping center. 


SS SS SSS SSSSSSESSSSSSEESSSSSSSG aT 2GaR: 


Select the COUPON 


Service You Wish— 
Then Mail Coupon 


13 hand designed cards each month, each 
with different sales messages, die-cut tops, 
colorful, artistic, size 9 by 12 inches; with 
100 blank price tickets to harmonize with 
service cards each month (or with prices im- 
printed, selection of prices as wanted, 50c. 
Also 6 card holders 


Service 
No. 1 
$5.00 

Monthly 


per month additional). 
with first month’s service. 


Service 


9 cards on 5 
100 blank price tickets $3.00 


4 card holders Monthly 


Checks from foreign subscribers must be drawn 
on United States banks, or include exchange. 


Service 
7 cards 

50 blank price tickets 
2 card holders 


Merchants. Service Dept. 


BOOT AND SHOE RECORDER 
367 W. Adams St., Chicago, Iil. 


BOOT AND SHOE RECORDER 
367 W. Adams St., Chicago, IIl. 


Please enter our order for the Recorder “Selling 
Messages” card service No. for one year. 
consisting of cards, each month and 

art card holders, with the first month’s service, be- 
ginning with cards for December for which we will 
pay % per year, payable $ per month. 
For cash in advance full year’s service, 5% discount. 


(If for any unforeseen reason we wish to discontinue 
service before expiration of order, we agree to pay 
$1.00 per month additional for each month’s card 
service delivered and agree to return card holders.) 
We sell Men’s, Women’s, Children’s shoes and hosiery. 


(Cross out lines not carried.) 


Printed Price Tickets:— 


3g $ s— 


Store Name 


SSS SSS SSS SSSSS SSS SSSSSSSSSSFSVSSSFSSSSFS8SS8S2S8e2eGeeeae, 
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CLAWIFIED ann WANT AD 


A DEPARTMENT 
WHERE EMPLOYER 
AND EMPLOYEE, 
BUYER AND SELLER 


MEET . 


- « eo 











SALESMEN WANTED 


SALESMEN WANTED 


LINE WANTED 








also complete Kozy Komfort Slipper Lines. 


information in confidence, to 





SANDAL AND SLIPPER SALESMEN 


We invite correspondence from active traveling Women’s Shoe Salesmen, to whom we will 
give a splendid earning proposition on our Women’s Sport-O Sandals and Sport Footwear, 
Real Ste < with Real Prices and house 

ation that will produce volume selling to the best accounts. Write immediately, giving full 


Kozy Komfort Shoe Mfg. Company, Milwaukee, Wisconsin 











HANNAHSONS WANT— 


HUSTLING SALESMEN with cars to sell In- 
= in widths AAA—C to 


mis- 
bi-monthly settlement. List 
accounts now selling with application. 


HANNAHSONS SHOE COMPANY, 
Haverhill, Mass. 


- 





ESTERN PENNSYLVANIA — Salesman 

with established trade to carry complete in 
stock line of Men’s, Women’s—A to EEE— 
Shoes retailing at $2, $3 and $4, also complete 
Children’s line. Must travel by auto. Strictly 
commission basis to start. A. Meltzer, Phila- 
delphia, Pa. 





SALESMAN sell better grade eiatores, 
Middle West, for New York fact 
Box 804, Realservice, 15 East 40th, New Ye Yor 


pay for Hert San papier oe 
an ori arly price 

strongly styled stitchdown line; child dren’s, ladies’, 

s’ and men’s. Makeup only; volume case lots 
only. Also complete prewelt infant’s line. In ad- 
dition well known quality three sole line makeup 
and stock proposition. Spring line oy. Strict- 
ly commission basis only. ddress D-220, care 

t & Shoe Recorder, 239 West 39th Street, 
New York, N. Y. 


SALESMEN for Tennessee, Mississippi, Ala- 
bama, possibly Georgia, popularly priced, 
strongly si ayled stitchdown line; children’s, 
ladies’, boys’ and men’s. Makeup only; volume 
case lots only. Also complete prewelt infant’s 
line. In addition well known quality three sole 
line makeup and stock proposition. Spring line 
ready. Strictly commission basis only. 

dress D-221, care Boot & Shoe Recorder, 239 
West 39th Street, New York, N. Y. 


NF pon short line instock imported Eng- 
lish men’s shoes, $5.00 to $6.00 retailers. 
Several states open. Commission basis. Ad- 
dress D-225, care Boot & Shoe Recorder, 239 
West 39th Street, New York, N. Y. 











SALESMEN WANTED: Line of Children’s 
shoes and sandals, made in widths carried in 
stock, Missouri, Arkansas, Kansas, — 
Texas, New Mexico and Arizona open. 

mission only. Address D-223, care Boot & Shoe 
Recosder, 239 West 39th Street, New York, 





ATTENTION, SALESMEN—A rare opper- 
tunity to become identified bw a New _ 


land en A Be. of men’s r price dress 
shoes. Open territories pags ~ 8 Lmigels, 


Louisiana, P Mississippi, Kansas, Kentucky, Ten- 
nessee, Ohio, Wisconsin, southern New Eng- 
land, western Pennsylvania and Pacific Coast 
States. Give references and sales record dur- 

past two years in first letter. Commission 
basis with protected territory. Address D-224 
ee Boot & Shoe Recorder, 140 Federal Street, 

oston, 


LINE OF CHILDREN’S pre-welts or stitch- 
downs fos Greater New York. Is well ac- 
uainted with the trade. Harry Parkes, Room 
604-A. 1380 Broadway, New York, 





ALES Nn seeki change, torsinety Mary- 
S‘ta ia, West Virginia, Nort Caro- 
rth Ms accounts. Best references. 


Address ee, care Boot & Shoe Recorder, 239 
West 39th Street, New York, N. Y. 





ANTED: A line of Men’s Popular Priced 

Shoes for Wisconsin. Can furnish A-1 ref- 
erences. Ralph Hess, 839 N. Marshall St., Mil- 
waukee, Wis. 





POSITION WANTED 





Y previews employers say I am a good man- 
M* buyer for daw a regular shoe 
ove ¢ oe. = department. Let me e it to 
ty herever you may be. L. H. Gilbert, 115 

est 71st Street, New York City. 





Pogtzi0n WANTED: Experienced Window 
Trimmer, Card Writer and Shoe Sales- 
man. Nine years’ experience in exclusive stores 
3 ares cities. Address D-217, care Boot and 
4 eo 239 West 39th Street, New 
or! ° 





FOR SALE 








FOR SALE 


Few hundred pairs Hood “Dixie” 
Brand, one buckle perfections—Last 
Year's stock—sizes 10-11-12 only— 
40c pair. Shipped anywhere—any 
quantity—Express or freight collect 
—C.0.D. Uncle Sam’s Shoes, 
Main Street, Paterson, N. J. 














STORE TO LET 


S TORE 46th Street, Fifth and Sixth Avenues. 
also part of basement, 20 x 90. Box 2339, 
suite 803, Times Building, N. Y. 





AXY SHOE MANUEACTFURER who has an 
opening for a salesman for Chicago and Cen- 
tral West territory is requested to communicate 
with The Shoe Travelers Association of Catcome, 
209 South State, Chicago, as several good sales- 
men are now available. 





T HERE is available a man who is thoroughly 
experienced in the popular priced, family shoe 
business. Knows how to handle any amount of 
help in the right manner, posted as to Market 
sources, and can furnish the finest references 
possible. Address D-222, care Boot & Shoe J 
corder, 239 West 39th Street, iNew York, N. 





BUSINESS OPPORTUNITY 


LEARN chiropody by _ Bagh “og 
Adjustments, pads, su 

Evans Foot Institute, Shepherd Bidg., ag nen 
gomery, Alabama. 











CLASSIFIED ADVERTISING RATES 


The rate for “Position and Lines Wanted” advertisements is 4 cents per word for all undisplayed advertisements. 
Minimum charge 75 cents. For all other classified advertisements the rate is 7 cents per word. Minimum charge 
$1.25. When a box number is desired twelve words should be added for the address. In all other cases each 
word of the address should be counted. 
The rate for all displayed classified advertisements is $5.00 an inch with a maximum of 45 words. 
Classified advertising is payable in advance. 
&#” Advertisements for this page must be in our New York office on Friday of the week preceding publication. ® 
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BOOT AND SHOE RECORDER “VARNUM” Size Stick 
TRADE MARK SECTION (Trade Mark Reg. U. 8. Pat. Off.) 





THE LATEST AND MOST 
COMPLETE LISTING OF 
TRADE NAMES OF THE 





The Most Popular Measure 























SHOE, LEATHER AND ALLIED 
INDUSTRIES PUBLISHED i 
PRICE $1.00 Me SS oe 
mings. 
BOOT AND SHOE RECORDER RETAIL SHOE STORES USE NO. 3 
239 WEST 39th STREET, N. Y. C. F. W. a = i. oo mL. 
HOTELS HOTELS HOTELS 









319 W. 487H: ST. 





aie LENNOX 


Oo NEW YORK 
| 1000 ROOMS 


EACH WITH BATH AND SHOWER 
Circulating Ice Water... Radio... 
Large Closets...Full Length Mirrors 


OTHER UNUSUAL FEATURES 
SUN-RAY HEALTH LAMPS 
Roof Solarium... Air-Cooled Restauran: 


roms #950 sures $600 


IN THE HEART OF TIMES SQUARE 








New Thom McAn Branch 


SoutH NorRwAaLk, ConN.—The Thom 
McAn Shoe Co. has opened a new unit 
of its chain of retail shoe stores at 104 


Washington Street. 


YEARLY RENTALS 


PSUST WEST of Bway | 






HOTELS OF DISTINCTION 
Tamme IN ST.LOUIS 


$3.00 
$45.0 


Tuband 
Shower 





btels 


MAYFAIR 


EIGHTH and SAINT CHARLES 








TEL. PENN. 6-5900 





When You GoTo NINTH and WASHINGTON 
Yom frnsp im §$T. LOUIS 
yew In the very center of 
b00sarns Ae } things. Just a step from 


theatre,shoppingand busi- 
ARQOM ond ness district. Admittedly 
For Bg and offering more personal 
50 nr room comforts and refine- 


“100 ments than any other 
eatin’ we hotels in Saint Louis. And 


Oo vv = £4. any Saint Louisan will tell 


PENNSYEVANI 1A. you that these new hotels 


A_ANO CHESTNUTS are decidedly the places to 


dine in St. Louis. 



















WANTED TO PURCHASE 


Coffee Shop 





* Club Meals Garage Service 
















We will pay the best price for 


your surplus or entire stocks of shoes, OPERATED BY HEISS HOTEL SYSTEM 
general 


merchandise or department 





I. SIMON CO. 
101 Reade St., New York Gry WANTED TO PURCHASE 


Phone Worth 2-5922 


























a Josbare,_ and retailors, “entire "of 
PAID swerss stocks # shoes. our outs 
for, ston sense, stow setters, ote, Start Se small quantitie. 
— KIRSCH-BLACHER CO., INC. 
327 Church St. New York City 590 Broadway New York 
Phone: Canal 6-2889 Phene CAnal 6-4298 and 4299. 

















>) 
) 























BOOTS AND SHOES 


Bass, G. H., & Co., Wilton, Me............ 56 
Blog Shoe Co., Inc., New York City....... 56 
Brooks Shoe Mfg. Co., Philadelphia, Pa.. 56 
Brown Shoe Co., St. Louis, Mo.......... 40-41 
Chase, W. 8., Sons, Haverhill, Mass........ 52 
“er Shoe Mfg. Co., Chippewa Falls, ' 
> Ho 0008 006 sRTdES POEs ne cadivaeeveses 5 
Clapp, Edwin, & Sons, Inc., E. Weymouth, 
MNT Ue inn 6 0:00 C0 ea sdaen v0 48 a. eO Se des 
Connolly Shoe Co., Stillwater, Minn...... 44 


Dodge, Bliss & Perry Co., Inc., Newbury- 
port, 54 


Ebberts, John, Shoe Co., Buffalo, N. Y.... 50 
Ephrata Shoe Co., Inc., Ephrata, Pa...... 56 


Foster, Wilbur K., Rowley, Mass.......... 52 


Freeman-Thompson Shoe Co., St. Paul, 
Minn. 56 


Jarman Shoe Co., Nashville, Tenn......... 10 


Lockwedge Shoe Corp., Columbus, O....28-29 


Mishawaka Rubber & Woolen Mfg. Co., 
UE cis ss cabe unease t0.0430 6 
Musebeck Shoe Co., Danville, Ill.......... 5 
Nettleton, A. E., Syracuse, N. Y.......... 50 
Old Colony Shoe Co., Brockton, Mass...... 50 
Packard, M. A., Co., Brockton, Mass...... 50 
Pedigo-Lake Shoe Co., St. Louis, Mo...... 1 


Racine Shoe Mfg. Co., Racine, Wis. 
Front Cover 


Richards & Brennan Co., Randolph, Mass.. 50 
Roberts, Johnson & Rand, St. Louis, Mo. 


2nd Cover 
Rogers Bros. Shoe Co., Boston, Mass...... 49 
Roth Shoe Co., Philadelphia, Pa.......... 52 
Selby Shoe Company, Portsmouth, O...... 23 


Shaft-Pierce Shoe Co., Faribault, Minn.... 54 
Smith, J. P., Shoe Co., Inc., Chicago, Ill.. 50 
Stacy-Adams Co., Brockton, Mass......... 50 


LEATHER AND OTHER MATERIALS 


Armstrong Cork & Insulation Co., Cork 
Division, Lancaster, Pa................. 


Allied Kid Co., Boston, Mass............. 39 
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A BUYING GUIDE TO 
OUR ADVEIATISVERY 


IN THIY 


iS UE: a: 


& 





Colonial Tanning Co., Boston, Mass., 
Back Cover 


Dewey & Almy Chemical Co., Cambridge, 
Mass. 6-7 


Evans, John R., & Co., Camden, N. J... .30-31 
Hubschman, E., & Sons, Phila., Pa........ 27 
Kistler Leather Co., Boston, Mass.......- 25 
New Castle Leather Co., New York City... 33 
Ohio Leather Co., Girard, O........ 3rd Cover 


Surpass Leather Co., Phila., Pa.......... 37 


MACHINERY, LASTS, MFRS.’ SUPPLIES 
DRESSINGS, ETC. 


Mears, Fred W., Heel Co., Boston, Mass... 53 


United Last Co., Brockton, Mass.......... 46 
United Shoe Machinery Corp., Boston 
MGR, cscabcccevertvsepewces ssb0c0e Tent - 
SHOE ACCESSORIES 
Scholl Mfg. Co., Chicago, Ill.............. 35 
Shoe Lace Co., Lawrence, Mass.......... 51 
Williams Mfg. Co., Portsmouth, Ohio...... 52 


SHOE STORE EQUIPMENT 


Shoe Form Co., Auburn, N. Y............. 54 
Whitcher, F. W., Co., Boston, Mass....... 63 
MISCELLANEOUS 
Glauberg, Max, New York City............ 63 
Hotel Belvedere, New York City.......... 63 
Hotel Edison, New York City............. 63 
Hotel Gov. Clinton, New York City....... 44 
Hotels Mayfair and Lennox, St. Louis, Mo.. 63 
Hotel Monclair, New York City........... 45 
Hotel Pennsylvania, Philadelphia, Pa..... 63 


Kirsch-Blacher Co., Inc., New York City... 63 


National Shoe Retailers Association, Chi- 
cago, 2 


eee eee eee eee eee ee ee ee eee ee eee) 


Simon, I., Co., New York City............ 63 


Shaw Resigns from Keith Co. 
BROCKTON, Mass.—W. Everett Shaw, 
who for the past 35 years has been con- 
nected with the George E. Keith Shoe 
Co., has resigned. He entered the em- 
ploy of the company as office boy and 
worked himself up to when in 1901 he 
was made head of the order depart- 
ment. In 1921 he was elected a director. 
Mr. Shaw has interests in and around 
Los Angeles, where his family now re- 
sides. He plans to make California his 
permanent home immediately. 


OBITUARY 
Harry Huff Dies 


DAVENPORT, Iowa — Harry Huff of 
Huff Brothers recently passed on. He 
was connected with his business for 20 
years and his demise is a loss to the 
shoe world. 











Charles E. Piper 

BURLINGAME, CAL.—Charles E. Piper, 
who has covered the West Coast for 
many years selling women’s shoes, was 
found dead in the bath tub of his home 
Dec. 6. His present connection was 
with John S. Gray, Co., Syracuse, N. Y. 





James E. Dolan 

ROCHESTER, N. Y. — James Edward 
Dolan, well known in the Western New 
York Shoe Trade and former proprietor 
of a retail store at Penn Yan, died at 
his home here Dec. 6. 

He is survived by five sisters. Fun- 
eral services were held in the Sacred 
Heart Church, Friday morning, Dec. 9. 





Harry B. Zavitz 

CoLumBus, O.—Harry B. Zavitz, one 
of the best known shoe retailers in Ohio 
and Indiana and formerly part owner 
and manager of Foot Friend Shoe 
Shops in Columbus, Akron, O., and In- 
dianapolis killed himself by shooting, in 
the basement of his home, 1450 Arling- 
ton Ave., Nov. 28. He was 44 years of 
age and was born in Wisconsin. Pre- 
vious to his establishing the three shoe 
shops he was manager of the Columbus 
store of the Petot Shoe Co. He is sur- 
vived by his wife, a son, a daughter 
and three sisters. The Columbus store 
is located at 69 East State St. 
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YOUR 1933 
MARK-UP PROBLEM 


Merchants who now have the 
problem of maintaining a 
profitable mark-up on 

popular-priced shoes in 

the face of a market 

flooded with shoddy mer- 
chandise built only to meet 
a price, should examine care- 
fully the quality standard we 
have set or 1933. Prices no 
longer can be lowered without 
lowering quality—but better shoemak- 
ing, better styling and better service can 
make a price more attractive to the con- 
sumer and thus assure you of a mark-up 
commensurate with today’s retail condi- 
tions. We bring together the features that 
make popular-priced novelty shoes espe- 
cially attractive to buyers who use sizable 
quantities. It will, therefore, be worth- 
while for you to visit us at the N.S. R. A. 
Convention — Rooms 793-794 Palmer 
House. 


MAKE A 
NOTE NOW! 


MOUND CITY 
SHOE COMPANY 
SAINT LOUIS 






New round-toe 
Short-vamp last 


Doulevara 








Vol. 102, No. 16. Published every week by the Boot & Shoe Recorder Publishing Company, Division of United Business Publishers, Inc., 239 W. 39th St., New York, N. Y. 
Entered as second class matter Sept. 10, 1925, at the Post Office at New York, N. Y., under the act of March 3, 1879. Subscription price $3.00 per year. Printed in U. S. A. 
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P692. Black Kid Come 
Coan Sasteras * 8 
18/8 Louis 

Heel’ Instock AAA 
to C. Price $3.15. 






P338. Black Kid Three 
Eyelet Tie, Black 
Morocco Trim; 614 
Last; 15/8 Wood 
Heel. instock AAA 
to D. Price $3.15. 


















W757-51. Black 
Estelle Pattern; 
614 Last; 14/8 
Heel. instock 
AA to E. Price 
$3.00. 







YOU WALK ON A CUSHION OF AIR 












ws865. Black Kid One 
Strap, Trudie Pat- 
earn 614 Last; 15/8 
Wood Heel. Instock 
eit to C. Price 


Four styles 


of now-in-stock 
AIR-TRED SHOES 


are shown herewith — all made of 
RUBY KID—as carried for “same day” 
shipment by Ault-Shackford stock dept. 
Other styles made of RUBY KID are car- 
ried in stock. 
Ault-Shackford & Ault Williamson shoes 
will be on display at the N.S.R.A. Conven- 
_ January 8th to 11th, at the Palmer 
House, Chicago, Rooms 834 and 835. 
‘When writing advertisers please mention Boot and Shoe Recorder 
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RUBY KID 
continues the standard in 


AIR-TRED 
SHOES 


The years ago Ault-Shackford Shoe Co. of Auburn, Maine, introduced 
the Air-Tred Shoe—the special construction of which is designed to 
give an unusual degree of comfort and support. 


Every effort was made to produce a shoe of notable material excellence 
as well as visible merit—a shoe that would encourage repeating cus- 
tomers. 


-’Ault-Shackford Shoe Co. selected as their standard black kid leather 


for the Air-Tred Shoe—RUBY KID—knowing well its record for con- 


' tinued sameness of quality, beauty and service in pair after pair of shoes. 


Today, after two years of consistent use, AULT-SHACKFORD SHOE CO. 
continues to standardize on RUBY KID. 


JOHN R. EVANS & CO. Camden, N. J. Philadelphia, Pa. 
BOSTON ST. LOUIS CINCINNATI MILWAUKEE 


Standardize on 


t Bi | dvans Brande 





‘ 


any A 





IT'S AN 


EVANS LEATHER 
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IN THELAST ANALYSIS -. -- - 


T IS the LAST that makes friendship possible between 

the shoe and the foot. The LAST is more than a block 

of wood. It is the means by which the foot and the shoe 
are brought together in harmony. 


The scientific construction of the CO-ORDINATED LAST 
renders the shoe livable to the foot regardless of its size. 
All CO-ORDINATED LASTS are mechanically graded 
accurately and in proportion, so that the 8E (in women's) 
has the same appearance in line, toe spring, height of 
heel and general outline as the sample 4B size. 


clo a 





When a manufacturer has perfected his base model, 
knows it fits the foot and the eye, he can be assured of the 
correct grading of his extremes to look like the model. 





COORDINATED LASTS 
wwTwowvowvwwowvyv 


a ae ee 


UNITED LAST COMPANY * BOSTON * MASS. 
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ofowin Shoes 
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Ory A — BRAND mR LS 


ee year a very similar Uptown pattern was a big seller in white pig with black calf 
saddle. This season we are stocking it in white buck and black calf with black leather 
soles and heels; also all over black calf and all over brown calf, both with Darex soles 
and heels; really a three-way pattern that will serve equally well for active and spectator 
sports and general wear. There's style, fit, comfort, and very fine quality built into each of 
the sixty in-stock styles in the Uptown line. 


ROBERTS JOHNSONS RAND 

















* - Branch of International Shoe Co 


ST. LOUIS, MO. -” 
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A Thoroughly Modern Shoe 


SMART 
STYLISH 
LIGHTWEIGHT 
FLEXIBLE — 














UCO 


(TRADE-MARE) 


SHOE 






UNITED SHOE MACHINERY CORPORATION 


BOSTON, MASSACHUSETTS 
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McNEELy 
COLORS 





Always authoritative and always 
widely used. This season colors 25 
...88...66 and 99 are in demand 
for women’s styles ...and colors 19 


and 28 are preferred for men’s shoes. 





SORREL SWAGGER 
BROWN 





McNEELY KID DIVISION 


519 WEST HUNTINGDON ST., PHILADELPHIA, PA. 


oA | L | ee Dk 





When writing advertisers please mention Boot and Shoe Recorder 













8 Boot AND SHOE RECORDER ; 
combining THE SHOE RETAILER, Dec. 24, 1932 










SETTING GOING in 33 MEANS GOING To CET PROSPERITY 
N.S.RIA. CONVENTION IN CHICAGO JAN. 9,10. II. 1933 








We brought ’em all 
back from CHICACGQO..! 


‘in advertising plan that you all believe is such a wow, I secured from 
a fellow merchant from Detroit. The new price ticket idea, the window dis- 
play features, the idea for securing new customers and retaining old ones. . 
and approximately eight other plans are going to be very helpful to our 
business . . all secured at the last N. S. R. A. Convention . . and awaiting our 
adoption.” 


The success of each succeeding N. S. R. A. Convention may be attributed to 
the success of various shoe merchants in their acceptance of the ideas that 
they take home with them from preceding conventions. Be among those i 
who will benefit in 1933! 3 





Special reduction in railroad rates by 
securing special certificate from railroad 
agent when purchasing transportation. 


NATIONAL SHOE RETAILERS ASSN. 


For all hotel and display space reservations apply to 
8 South Michigan Avenue, Chicago, Illinois | 

















ALL RETAILERS INVITED! 





22”*ANNUAL CONVENTION 
NATIONAL SHOE RETAILERS ASSOCIATION 
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